ee TV: NEWS OF AD FACILITIES 
WITHIN A MONTH (see Stop Press) 


W Advertiser's 
Weekly 


E ORGAN Oo F BRiTisu ADVERTISING 


“Big ideas and a . small appropriation” 


grumbled the account executive 


“A case for Punch”’ 
(said Punch) 
** We had to cover the 


technical journals first,” 


(droned the account executive) 


** So | advised him to splash 
the £2000 left on —"’ 


“ Six full pages in Punch,” 
(said Punch) 


“ Couldn’t go bigger than 
a full page, could you ?”’ 
(remarked Punch) 


** And look at the big-wigs 
you'd be with!” 


“Couldn’t get a bigger variety 
of readers,”’ said Punch 


“And look at the number 
of them!”’ 


“And only £2100,”’ said Punch... 


«ror SIX full pages in Punch” (said Punch) 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 10, BOUVERIE STREET, E.C.4. CENTRAL 916! 


~ te _ al a an r 7 - : ; oo —— 
Z ee —m ee a , 
oe | 3 
ik: 
ie | 
ey . 
ne Se 
fey 7 
“4 
5) 
a: _ a 
z = | : . 
SF a 
| | Fa : 
el iy Jn \\'\ | 
ee: q " - ee r ¥ Ta hak 7 
a 
on me : | 
ae : r ; i 
fae ) : : ee: 
Sey ay, : 
vial ee 
wf \{ V2 , 
. LI = y 50). Le 
—_ D 
~ = Oy 
oe 4 \ N ae: 
i, 9 + Le 
er \ . ‘ 
Bete 7, i is 
be jee . 2 od 
ek . ae | = - 
vay . are ic 4 F . oy 
Ae } . . 
a ei : 
= § if /, j “a 
Bis 2 J is 
= ae 
asl | I 
: fia a . 
: 7 


a ad a a © 


Saat 


# 


finds 
ene 


EE ee 


ae 


=¢ 


ae 


Re ics 
Spey 


Repo NS 


ok ha 


mer aes 


ee : 


* 


ADVERTISER'S WEEKLY 


‘ 
‘ 
‘ 
‘ 
‘ 
< 
‘ 
‘ 
‘ 
‘ 
‘ 
‘ 
‘ 
< 
‘ 
‘ 
‘ 
< 
‘ 


D_AM ARAL ARARARLARARLARLARA: 
ee ek eh ek ek ek eh eh ek ee 
nARAAAAAAAAAAAAAMAAAAAA 

QOL VV VY VY ve vw 


Experience and 


examinations 


Sir. If John Hewson (July 29) 
looks through the questions set 
in previous diploma examination 
papers, | think he will agree with 
his fellow-correspondent, Mr. 
Martin, that experience is the 
bridge between instructors and 
examiners, 

I agree that few students will 
have first-hand experience in all 
subjects of the syllabus, and the 
study course does aim to provide 
a broad general knowledge of 
this complex business. And, as 
Alan Betts says, it also provides 
a reliable basis for the employer. 

But | think it is unwise to 
attempt the diploma examina- 
tions if one’s experience is very 


THIS WEEK 


What the advertiser can do now 
about commercial TV—page 268. 


NEXT WEEK 
Under - advertised products — 
Furniture 


limited. Some students would 
save themselves unnecessary dis- 
appointment if they gained more 
experience before entering for 
the examinations. 

It has been made increasingly 
apparent in recent examinations 
that the more experience the 
candidate has, and the greater its 
variety, the more likely is he or 
she to pass. Moreover, those 
who win prizes or gain “good 
passes” are usually the posses- 
sors of considerable experience. 

By the time the student sits for 
the final examination he or she 
should have had five or six years’ 
experience at least. 

Organised study and book 
reading are essential, but it needs 
to be supplemented by experi- 
ence. 

F. W. Jerkins, 


26 Oxtoby Way, 
London, S.W.16. 


‘ransportation adve'™ 


To The Editor .. 


New novel will provide critics 
with ‘wonderful ammunition’ 


Sin,—May I submit a strong 


protest against Bernard Gut- 
teridge’s novel The Agency 
Game, 


Except for a few periods as a 
soldier, as advertisement manager 
of The Times and as advertising 
manager of a leading advertiser, 
I have been on the agency side 
since 1905. I have been in 
agencies large and smaii but 
never have I heard of an agency 
which showed such an unscrupu- 
lous disregard of everything 
except its own revenue as that 
pictured by Mr. Gutteridge. 

Nor, of course, can [ imagine 
one managing to succeed with 
such haphazard business 
methods. 

My sense of humour may be 
becoming dulled but if this book 
is meant to be a joke, it is a joke 
in very bad taste and a particu- 
larly badly timed joke. 

Advertising has more critics, 
or at least more highly vocal 
ones, than ever before. This 
book will provide them with 
wonderful ammunition and all 
the more so because these critics 
can truthfully claim that it is writ- 
ten by a well-known authority. 

All I can hope is that nobody 
outside the agency business takes 
the trouble to read it. 


Eric Frecp. 
Erwoods Ltd. 


The author explains 
what will sell 


Sir,-——In his notice of my novel, 
The Agency Game, your reviewer 
wrote: “ Maybe some day some- 
one will write a book which deals 
with all the  serious-minded 
people who do a good job of 
work in a rational manner.” 

I was reminded of a story 
Cooper Benedict of Procter & 
Gamble used to tell, when he was 
over here as advertising director 
of Thomas Hedley. 

A man went into a (perhaps 
Cincinnati) bar and swiftly be- 
came tight and a nuisance. The 
barman was bored, and about to 
throw him out, when the drunk 
said : 

“Bet you ten dollars I can tell 
you the contents of any drink you 
mix. If 1 lose, | pay and quit.” 

The barman took him on, 
blindfolded him, poured out the 
drink and passed it over the bar. 
It was a tumbler full; and the 
drunk took it straight down. 


\S ent * 


“Easy as hell!” he said. 
“Scotch, Bourbon, Booth’s gin, 
vodka, orange bitters, Angostura 
bitters, Pepsi-Cola, Drambuie, 
Kummel, lager. That right?” 

“Dead right!" said the barman. 

“Double or quits?” 

And the drunk won again, on a 
vastly more complicated mixture. 
The barman suggested a final 
tussle: double or nothing, plus a 
ten-dollar bonus to the winner. 
The drunk agreed. The barman 
blindfolded him again; and 
poured him a glass of water. The 
drunk tossed it back—-slowly 
took off the blindfold, and threw 
over a ten-dollar bill. 

“ O.K.,” he said. “ You win. | 
never tasted that before.” He 
walked delicately over to the 
door, and as he reached it he 
looked back. 

“But I tell you one thing, 
Mac,” he said, “Jt won't sell!’ 

BERNARD GUTTERIDGE. 
45 Eaton Square, S.W.1. 


Jargon in sales 


letters 


Sin,-How right are the stric- 
tures of Arthur Clarkson as 
reported in your columns (July 
29) on the matter of sales letters ! 

And not only so-called sales 
letters either, of course. As a 
top American executive agreed 
with me not long ago: “Ninety 
per cent of the correspondence 
churned out by British firms is on 
a shockingly low level. It repre- 
sents a colossal waste of energy, 
time, stationery and money that 
eats daily to an_ incalculable 
extent into the profits of the 
offenders.” 

Mr. Clarkson's company is 
probably among the remaining 
suggested 10 per cent; but does he 
not think that the crux of the 
whole matter lies in that (rightly) 
sweeping statement? For how 
many managing directors or 
lesser executives themselves ever 
write or dictate a letter that is not 
chock-a-block with commercial 
jargon? Has Mr. Clarkson (or 
any other competent correspon- 
dent) ever got away with non- 
jargon letters vis-d-vis such 
senior executives ? 

There, in my view, is a major 
reason for, and answer to, Mr. 
Clarkson's question: “How does 
this dreadful sort of writing con- 
tinue?” And to his following 
statement, that “It is time we 
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people in advertising did some- 
thing about it,” one can only ask 
“Just what ?” 

Surely he realises that there are 
probably a hundred “expert” 
copywriters for every one equally 
expert sales letter writer. These 
fellows don’t grown on bushes 
and (in my experience, at any 
rate) are not paid nearly as well 
as their comparably good copy- 
writing brothers in an agency. 

Again, sales letter writing skill, 
experience and genuine flair—in 
other words, “what it takes” —are 
frequently matters of longish 
training and development. So 
that when a real enthusiast tops 
the 40 mark in age he finds the 
doors shut in his face-—-doors 
which, in the unquestionable 
interests of those behind them, 
ought reasonably to be open. 

Bm /SIGNUM. 


(Name and address supplied). 


No substitute for 
wool ? 


Sir,—In reprehending my alleged 
misuse of “lanuginously” as an 
alternative to “woollily” (applied 
to thought and writing) and in 
preferring “lanigerously” J. Hef- 
felfinger (July 29) is himself 
wool-gathering, and in defining 
the two words as “in a downy 
manner” and “in a_ woolly 
manner” respectively he admir- 
ably exemplifies the danger of 
“a little learning.” 

“Lanuginous” derives from 
the Latin lana wool, lanugo~ 
down and means “woolly” in 
exactly the fluffy, downy, un- 
fledged (lanugo is also the em- 
bryonic coat) sense that we need. 
“Lanigerous” is a rather ugly 
alternative to “laniferous” mean- 
“wool-bearin 

Mr. Heftelfinger’s flocks may 
be lanigerous, his socks may be 
lanate, his thinking is certainly 
lanuginous and | shall put him 
on the list of those awaiting 
“Don't Be Vague” cards. 

W. H. T. Tayevur. 
1 Dover Street, W.1. 


33 NORFOLK STREET, STRAND, LONDON, WC.2 TEMPLE BAR 2044 (5S lines 
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GEORGE NEWNES LTD. 


Record Results 


STATEMENT BY THE CHAIRMAN MR. 


The fifty-seventh annual general 
meeting of the Company was held 
on Thursday last at the Com- 
pany’s offices, Mr. H. C. Tingay, 
chairman, patra The follow- 
ing is an extract from his state- 
ment: 

Sir Frank Newnes, Bt., who has 
filled the position of chairman 
for very many years, has at his 
own wish recently decided to 
retire from that position through 
advancing years. It is a matter 
of gratification to his colleagues 
to know that he will continue as 
a member of the Board, thus 
making available the benefit of 
a long business experience ac- 

uired over a lifetime with the 

ompany. In recognition of his 
long association with the business 
—founded by his father over 60 
years ago— it is the earnest wish 
of the other members of’ the 
Board that Sir Frank should fill 
the newly created, indeed spe- 
cially created, position of Presi- 
dent of the Company, and share- 
holders will be happy to know 
that Sir Frank has accepted that 
position in addition to remaining 
a member of the Board. 


Record Figures 


Last year the Company was 
able to announce that the results 
at that time constituted a record 
in its history. This year the 
figures make an even better 
showing. The combined earnings 
of the Group amount to 
£1,518,649 as compared with 
£1,111,003 for the previous year. 


After deducting taxation of 
£794,896 as against £476,842 
there remains a net profit of 


£723,753—an increase of approxi- 
mately £90,000 over that of last 
year. 

The figures of the parent com- 
pany, George Newnes, Ltd., 
show a corresponding advance. 
The net profits, after deducting 
taxation and all other charges, 
amount to £468,050 as compared 
with £409,153. With the amount 
brought forward from last year, 
and after deducting dividends on 
Preference Shares and interim 
dividend on Ordinary Shares, 
there remains a _ disposable 
balance of £476,183. The 
Directors recommend a final divi- 
dend of 13 per cent., making 16 
per cent. for the year, on the 
Ordinary Shares. Of the balance 
remaining they propose that 
£10,000 be placed to Sick and 
Pension Fund; £10,250 to Sup- 
plementary Pensions Account ; 
£188,758 to General Reserves, and 
£20,000 to Reserves for Contin- 
gencies, leaving £94,000 to be 
carried forward. 


Strength of Group 
The Consolidated Accounts set- 


ting out the affairs of the Group 
present a strong and healthy posi- 


tion. Various Reserves total 
£2,271,879, including Develop- 
ment Reserves of £779,143. 
Balances on Profit and Loss 
Acceunts of the various Com- 
panies, ie., undistributed profits, 
amount in all to £346,437. Cash 
and Tax Reserve Certificates 
total £2,058,717 as compared with 
£1,486,849 last year. 


Widely Spread_ Interests 


The trading of the Group as 
a whole continues on a high 
level. Circulations and advertise- 
ment revenues, in many direc- 
tions, constitute new records. Of 
the fifty-six publications com- 
rised in the Group about one- 
alf are in the general and 
specialised field, the other half 
being in the trade and technical 
field. Our publishing interests 
are thus widely spread—a policy 
laid down by the Company 
many years ago as providing the 
best security against unforesee- 
able happenings. 


The number and variety of 
publications preclude separate 
mention, but some of the more 
important properties might be re- 
ferred to individually. Woman's 
Own, our colour-gravure weekly, 
fully maintains the powerful posi- 
tion it has reached both with 
readers and advertisers. Its 
present sale of nearly two and a 
uarter millions is restricted to 
that figure only by reason of 
additional paper supplies not be- 
ing available. The same applies 
in the matter of pages, and under 
present conditions advertisers are 
unable to obtain in full the 
amount of space they would like 
to have. We are hopeful that 
these hampering restrictions will 
shortly be removed, or at least 
modified. 


Tit-Bits—that lively septuagen- 
arian weekly—not only adds to 
its years but also continues to add 
to its circulation. Since speaking 
of its remarkable vitality and pro- 
gress at this time last year, the 
weekly sale has now well passed 
the million mark, 


The Wide World Magazine, 
notwithstanding a long and suc- 
cessful life, retains its youthful 
virility and continues to hold a 
powerful position in the maga- 
zine field, both in the home mar- 
ket and the markets overseas. 
Our group of “ Practical” peri- 
odicals — Practical Mechanics, 
Practical Wireless, Practical Tele- 
vision and Practical Engineering 
—has recently been extended by 
a newcomer, Practical Motorist 
and Motor Cyclist. Although 
only in its third issue the demand 
has been overwhelming, and it 
would appear that another suc- 
cessful member has been added 
to this very popular “ Practical " 
family. 


H. C. TINGAY 


Homes and Gardens, our popu- 
lar monthly magazine, continues 
to advance both in sales and 
advertisement revenue. The 
figures, now at record levels, still 
show the same upward trend. 

C. Arthur Pearson Ltd., our 
principal Subsidiary in the general 
publishing field, shows excellent 
results from a well-varied group 
of publications. The Small- 
holder, the accepted weekly 
journal for all small food pro- 
ducers, including the home 
ardener, stands out prominently. 

uring the year its scope was 
expanded and the selling price 
raised from 3d. to 4d. At no 
time in its long and successful 
history has its appeal both to 
reader and advertiser stood at a 
higher level. 

The latter may also be said of 
Aeronautics, our high-class avia- 
tion monthly, which holds the 
respect and attention of British 
and overseas aircraft and aero- 
engine constructors. It also plays 
an important part in the national 
economy in making known 
abroad the high quality and tech- 
nical excellence of our acro- 
nautical products. 

Amateur Gardening has had 
another excellent year, the circu: 
lation reaching the highest figure 
in its long history. 


Dictionary of English Furniture 


On the Country Life side of 
the business the event of the year 
has been the publication of a new 
edition of the Dictionary of Eng- 
lish Furniture. This monumental 
work, consisting of three volumes, 
half a million words and nearly 
2,800 illustrations, has been out 
of print since the beginning of 
the war, and the demand for it 
was such that it was not un- 
common for odd volumes, origi- 
nally sold at 5 guineas each, to 
fetch £30 or £40. The new 
edition, completely revised and 
enlarged by Mr. Ralph Edwards, 
has had a reception far exceeding 
our expectations, in spite of the 
necessarily high cost of W 
guineas a set. 

Country Life itself maintains 
its unquestioned pre-eminence in 
its own field. 


Temple Press Printing 


Developments 
Our associated Compas, 
Temple Press, has also done well. 


In addition to its extensive pub- 
lishing interests in technical and 
specialised fields, it has one of the 
most modern printing works in 
London. Since the war a con- 
siderable amount of new plant 
has been installed, and this year, 
in order to meet the steadily in- 
creasing demand for their weekly 
journals, such as The Motor, The 
Commercial Motor and Motor 
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Cycling, an order for new high- 
speed magazine rotary presses has 
been placed. Temple Press is 
justifiably proud of its reputation 
for high quality printing, particu- 
larly colour work. More colour 
than ever is now required by 
advertisers, especially in their 
monthly journals, he Motor 
Ship, The Oil Engine and Gas 
Turbine, Plastics and the export 
journal, The Overseas Engineer, 
and to meet this demand the most 
modern colour presses available 
are now being installed, 


A substantial proportion of the 
sales of Temple Press journals is 
to readers outside the United 
Kingdom. Such sales are highly 
valuable to the industries con- 
cerned; and it is the invariable aim 
of the Company, by constantly 
seeking to improve editorial con- 
tents and quality of production, 
to ensure that their journals shall 
continue to compare favourably 
with any similar journals pub- 
lished elsewhere either at home 
or abroad, 


National Trade Press 

The National Trade Press simi- 
larly records a successful year. 
The Company has benefited from 
the revived prosperity of the tex- 
tile and footwear industries which 
are served by several of its pub- 
lications and Trade Fairs, During 
the year the number and range 
of its Trade Fairs was extended, 
and at the present time seven ex- 
hibitions are being sponsored 
through its journals, The Trade 
Fairs have been welcomed by 
exhibitors, also by tens of thou- 
sands of buyers from all parts of 
the British Isles, as well as many 
from overseas, A collection of 
the models exhibited at the 
National Fabric Fair (now in its 
fourth year) has on each occa- 
sion afterwards been flown by 


B.O.AC, to South Africa, 
Australia, New Zealand and 
U.S.A., where they have been 


shown to audiences of women in 
large towns. It is estimated that 
more than 250,000 fashion-loving 
women overseas have been able 
to see the models, 


Book Interests 


Our Book publishing interests, 
largely devoted to subscription 
selling, record a high level of 
trading both in this country and 
in other English-speaking coun- 
tries. From time to time refer- 
ence has been made to the great 
publishing enterprise in which 
the Company engaged a few 
years ago in producing an entirely 
new edition of the world-famous 
Chambers's Encyclopedia, by 
arrangement with W. and R. 
Chambers, Lid., of Edinburgh. 
As the only completely new post- 
war British encyclopedia it ranks 
as a work of the first order of 
importance in authority and 
scholarship. The very large ex- 
penditure involved in the initial 
preparation has been amply 
justified by results, and another 
edition is now in course of pro- 
duction to meet the continuous 
and cgnsiderable demand. 


The report and accounts were 
adopted. 
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Every week one family out of every three 
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in Great Britain reads the Sunday Pictorial. 
reads the 

For, with an average net sale of 5,446,255, the 

Sunday Pictorial goes into millions of homes 


aye eat 


all over the country. It is read by every 

gs | adult member of the family on the best 

z Sunday Pictorial 

advertising day of the week—the day they have 
time to read advertisements at leisure, and 


a 


sales messages sink in. Space in the 

Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than that 
of any other Sunday newspaper. 
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The “Daily 


Northcliffe 
Group. 


E. J. Robertson, chairman, : 
Newspapers, : 
: said that some 60 half-pages : 
: various : 

papers and some hundreds : 
: and 48-sheet : 
: posters had appeared. The : 
: campaign would carry on : 


Beaverbrook 
had appeared in 


of 16-, 32-, 


for two or three weeks. 


“ This campaign is merely : 
to carry our : 
views to a wider audience : 


: an attempt 


: than is 
: papers,” he said. : 
: J. H. Brebner, chief public : 

relations and _ publicity : 
: officer, British Transport : 
: Commission, explained that : 
: the ban on the poster was in : 
: line with the Commission's : 
: policy to refuse all posters : 
: that are politically or : 
: religiously controversial. ; 


‘OBSERVER’ AD 
RATES INCREASE 


The Observer, whose net sale 
has risen by 59,143 to 534,752 in 
the past year, is increasing its 
non-position trade rate from £11 
to £13 s.c.i. as from November 7, 
with corresponding adjustments 
in other advertisement sections. 


CPV one up— 


and one down 


September 1 is the date of two 
account changes at Colman, Prentis 
& Varley Ltd. From that date, they 
are to take over the account of 


Fortnum & Mason Ltd.—and will 
hand over the account of Telemac 
Ltd. to the J. Walter Thom 


pson Co. 


: Express” : 
: posters and advertisements, : 
: “Don't Arm Germany,” have : 

been banned by the British : 
: Transport Commission and : 
: by a number of papers in : 
: the Newspaper : 


reached by our : 


CHAIRMAN OF INDEPENDENT TELEVISION AUTHORITY SAYS: 


‘No reason why TV advertising 
should be below best in press’ 


The first meeting of the 
Independent Television 
Authority was held yesterday 
afternoon (Wednesday) at the 
G.P.O. headquarters in 
London. 

Chairman of the ITA is 51- 
year-old Sir Kenneth 
chairman of the Arts Council. 

Sir Charlies Colston, 63, a 
former chairman and managing 
director of Hoover Ltd, is 
deputy chairman. He is presi- 
dent of the Royal Counties 
branch of the Incorporated Sales 
Managers’ Association. 

Other members are: 

Sir Henry le, 59-year- 
old Manchester business man 
and a director of Barclays Bank ; 

Lord Aberdare of Duffryn, 60, 
chairman of the National Asso- 
ciation of Boys’ Clubs ; 

Arthur 


chairman of Moygashel Ltd., 
who will watch the interests of 
Northern Ireland ; 

Dr. T. J 63, dir- 


ector of Glasgow Art Gallery, 
who will look after Scotland ; 

G. B. Thorneycroft, former 
general secretary of the Trans- 
port Salaried Staff Association ; 

Miss Dilys Powell, film critic 
of the Sunday Times. 

Miss Margaret Popham, former 
principal of Cheltenham Ladies’ 
College. 


Sir Kenneth Clark 
In an interview, Sir Kenneth 


Clark said: “There is no 
reason why advertising on in- 
dependent television should not 
be as tastefully presented as the 
best advertising in the press.” 
Press comments on the ITA 
include: “What is significant is 
that the boards of the ITA and 
the BBC are as similar as two 
rows of peas. The message that 
these appointments signal to pro- 
gramme contractors seems to be: 
‘No nonsense here, my man.” 
(Peter Black in the Daily Mail.) 
The Manchester Guardian 
commented: “Ardent supporters 
of commercial TV may, in fact, 
feel that the ITA is weighted too 
heavily on the side of the arts.” 
@ See Stop Press 


Sir Charles Colston 


Dr. T. J. Honeyman 


MeCane-Erichien to 
be agents for 
Oldham’s batteries 


McCann-Erickson Advertising 
Ltd. have been appointed as 
advertising agents for Oldham & 
Son, Lid., Denton, Manchester, 
to take effect from October 1. 

Oldham's, one of the best 
known names in the battery busi- 
ness produce equipment on a 
large scale for the automotive 
and mining industries, with dis- 
tribution throughout the world. 
The company has factories in 
France, South Africa, India and 
Australia. 


feat SERVICE 


OFFICIAL JOURNAL OF NALGO 


THIS PUBLICATION HAS A QUARTER OF 
A MILLION MONTHLY CIRCULATION. 
IT SPEAKS FOR ITSELF. 
PLEASE SEND FOR SPECIMEN COPY TO SEE CURRENT ADVERTISERS. 
Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 
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Animated showcards can 
be mass produced 


A new development in animated display showcards has been 
introduced by Leon Goodman Displays, Ltd. It operates on a 
simple pendulum mechanism, worked by a battery which costs 


44d., wholesale price. 

Leon Goodman is adapting the 
technique to showcards for a 
wide variety of merchandise. A 
new showcard for Nestiés Ideal 
Milk incorporates a picture of a 
cat with its tongue licking a plate 
of milk. For the Bedser Brothers’ 
new book, Following On, his 
company has produced a card 
with a hand holding a cricket 
ball moving backwards and for- 
wards, 

Mr. Goodman told Apver- 
TISeER’Ss Weekiy: “The technique 
is revolutionary in that it can be 
massed produced, is cheap to 

rate and avoids the complex 
electrical difficulties so often 
encountered with animated 
showcards in the past.” 

Previously showcards had had 
to be placed near an electrical 
point and there was the problem 
of AC/DC currents. The battery 
for the new showcards is claimed 
to last three or four weeks, 
depending on the load it has to 
carry. A magnet and pendulum 
attachment cost 7s. . to pro- 
duce and is packed separately 
— the showcard which folds 

t. . 


Trial run boosts orders 


A trial run was produced for 
a nationally advertised line in 
the chemical field, said Mr. 
Goodman. Travellers calling on 
dealers once a month were in the 
habit of receiving an average 
order of three dozen items. 
Following the installation of the 
new animated showcards, the 
average monthly order rose to 
three gross. 

The technique has been intro- 
duced to this country largely as 
a result of Mr. Goodman's recent 
visit to the United States. There 

“where everything in advertis- 
ing has to move these days”-—he 
estimates that 10 million are in 
use, 


One of the animated showcards 


Changes in AA 
exam syllabus 


A few changes have been made in 
the syllabus of the Advertising Asso- 
ciation diploma examinations. 

ant has been decided not to include 

et ae of the Television Act, 
195 in the syllabus for “ Law in 
Advertising” (Division ‘C’). 

To bring the current law syllabus 
into line with recent legislation the 
following slight changes have been 
made: Under the heading “ Sale or 
Goods " students should refer to the 
“ Labelling of Food Order, 1950,” 
and not as at present, 1946. Under 
“Trade Names, Trade Marks and 
Passing Off" they need only con- 
cern themselves with the Trade 
Marks Act of 1938, but will need 
to refer to the Merchandise Marks 
Acts 1887 to 1953. Under * Law 
Affecting Outdoor Advertising,” the 
Representation of the People Act, 
1949 (Sections 63 and 94) replaces 
the “Eleetions Bills (corrupt and 
illegal practices Prevention Acts) 
1833-4"; while the Health Resorts 
and Watering Places Acts referred 
to under the same heading have 
been amended by Section 137 of the 
Local Government Act 1948 


petition : 
: United, Manchester City and : 


aii ™ pads 
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This new 100 ft. by 15 ft. animated set-piece has been erected on the 


Tue dat YEAR 


Skegness foreshore. Installed by Web Publicity Services, Litd., Skeg- 

ness, it is designed to fit in the existing illuminations and at the same 

time be an attractive display during day time. Web Publicity were 

responsible for the pictorial execution and the animated lighting was 

installed by Hope and Anchor Brewery Co., Ltd., of Sheffield, whose 
product, Jubilee Stout, is incorporated in the design. 
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Football club’s 
ad campaign 


: Typical of Bury Foot- : 
‘ ball Club’s up-to-date ap- : 
‘ proach to the problem of : 
: attracting more spectators : 


: Times.” It was part of an: 
; advertising drive to persuade : 
: readers to take out season : 
: tickets. : 
: Bury are one of the few : 
: football clubs buying adver- : 


: tising space in local news- : 


: papers, and the demand for : 
: season tickets is ahead of : 
: sales at the same period last : 


: year. 


Faced with intense com- : 
from Manchester : 


: Bolton Wanderers clubs, Bury : 
: are to support their news- : 
: fener advertising with posters. : 

hese will carry the slogan : 


How Billy Graham 


campaign was run 

Frederick Aldridge Ltd. have 
produced an illustrated brochure 
telling their part in the Billy 
Graham Crusade campaign. 

Written by John Aldridge, 
chairman and joint managing 
director of the agency, it relates 
how the campaign was executed. 

The foreword takes the form 
of an extract from the speech by 
Lord Woolton at the Advertising 
Association Conference this year 
~—“A more sitive approach to 
this issue of moral education is 
required. Advertisement has its 
uses in this field, and I know no 
other way in which 75,000 people 
could have been induced to flock 
to listen to Mr. Graham.” 


Check on publicity 


The Outfitter is carrying out a 
survey of advertising and editorial 
publicity appearing in the 
national press. It observes: “We 
can definitely state that during 
the first week of the survey the 
amount of editorial publicity 
given to promotional matter con- 
cerning men’s clothes was entirely 
negligible.” 


‘echeae exhibition largest yet 


Britain's fourth international 
Packaging Exhibition, to be held 
at Olympia, London, from Janu- 
ary 18 to 28, 1955, will be the 
largest and most comprehensive 
yet staged. 

For this occasion the organ- 
isers, Provincial Exhibitions Ltd., 
in collaboration with the Institute 
of Packaging, have taken both 
the National and Empire halls. 
Already all the space has been 
allocated. This will be the 
largest exhibition of packaging 
ever organised in this country 
and probably in the world. 

New plastic materials, new 
forms and applications of old 
materials, and more ingenious 


methods will be featured by the 
country’s leading firms. Electri- 
cally-operated and electronically- 
controlled machines will demon- 
strate how science is lowering 
costs and at the same time im- 
proving appearances for sales 
purposes. 

Since the war packaging has 
year by year become a more vital 
part of modern industry. It is 
believed to represent upon aver- 
age about 10 per cent of the 
prime cost of manufacture, affect- 
ing every form of industry. 

This exhibition will show the 
latest means that have been de- 
veloped to overcome al! kinds of 
packaging problems. 
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Monthly shows 
average rise 
of 45,000 


Latest circulation figures to be 
released by the ABC show that 
sales of the /deal Home averaged 
205,968 copies a month during 
the first half of this year. This 
is an average monthly increase of 
45,000 copies over the July- 
December, 1953, figure which was 
160,918. 

LATEST FIGURES 


Audited Sales 


| Jan.to ; July to 
June, Dec., 
| 1954 1953 


--. |330,960 | 329,920 
| 46,657 


Everywoman ... 


Horse and Hound 


Hairdressers Journal) 31,020 30,231 
Electrical Radio Trad- | | 

ing .. | 11469 |) 10,800 
Kinematograph Weekly | 6,224 | 6,105 
Limerick Leader (Fri- } 

day edition) | 23,002 | 22,354 
East Midland Allied | 

Press Group .-» |253,213 | 246,392 
Northern Constitution | 23,174 | 22,945 
Tyrone Constitution 8,817 8,625 
Strabane Weekly News 2,627 2,575 
Tyrone Courier and | 

Dungannon News ... 7,310 7,274 
Munster Express , 15,471 14,660 
Tipperary Star ‘ 10,717 10,609 
South London Press | 

(Tues., and Friday | 

editions) } 112,230 | 108,235 
Surrey Comet (Tues 

and Friday editions) | 69,993 | 67,103 
West London Observer | 22,576 21,547 
Willesden Chronicle 22,604 | 22,095 
Kilburn Times ne 13,992 13,491 
Sussex Daily News ... | 6,953 6,911 
Yorkshire Observer ... | 29,897 | 30,064 
Evening Argus (Bright- | 

on) te 71,170 | 70,743 
Herald Express (Tor- | | 

quay) ... on vee | 21,822 | 23,009 
Telegraph and Argus | 

(Bradford) ...... | 123,046 | 121,013 
London Calling 14,420 | 15,699 
Spectator 38,353 37,155 
Accountancy F oa 13,682 13,366 
Dental Technician | 2,799 3,089 
Machinery Lloyd (Bu- 

ropean edition) | 12,000 | 12,000 
Machinery Liloyd(Over- | 

seas edition) -» | 12,000 | 12,000 
Machinery Market ... 8,538 6,921 
National Newsagent, | 

Booksellers, Station- | 

er ; os = 19,312 | 19,216 
S. Yorkshire Times ... | 47,465 46,444 


‘Photoplay’ increase 


The circulation figures for 
Photoplay for the first six months 
of this year were given incorrectly 
in our last issue. Audited sales 
for that period were 235,646, 
compared with 230,019 for the 
last six months of 1953. 


2 b 
‘Esquire’ party 

A claim that Esquire’s editorial 
will, in effect, “gift wrap” adver- 
tisements in their -Christmas 
edition was made at the first 
Christmas party of the season 
last week attended by 1,000. 

It was held at the offices of the 
British edition of the magazine, 
where advertisers and agents 
were advised to give as much 
thought to the media in which 
their Christmas advertising will 
appear as to the presentation of 
their sales message itself. 
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for commercials 
PREPARING FOR NEW MEDIUM 


A new combined set- 
up, with ex in films, 
radio, and television, has been 
arranged for the production of 
advertisements for commercial 
television. 

Its facilities will include ample 
floor space, experienced per- 
manent staff, and full techni- 
cal service. 

Under an exclusive contract be- 
tween Rayant Pictures Ltd. 
and T.V. Commercials Ltd., it 
is claimed, all facilities for the 
preparation and production of 
television commercials can be 
placed at the disposal of ad- 
vertisers and their agencies. 


Anthony Gilkison, managing 
director 


of Rayant Pictures 
Ltd. welcomed this new 
alliance. 


“We have been making films for 
17 years,” he said. “Our ex- 
perience in all phases of film 
production—from_ educational 
strips to full length entertain- 
ment features—will be made 
available to sponsors and ad- 
vertising agencies.” 

Richard Meyer, managing direc- 
tor of T.V. Commercials Ltd. 
commented: “Whatever crea- 
tive thinking is needed before 
commercials go on the floor 
must be undertaken by adver- 
tising experts. We are now in 
a position, when brought in at 
any stage of planning, to pro- 
vide a complete service for 
making efficient and varied 
commercials of any type and 
with any technical 
available in this country.” 
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radio, television experience link-up 


Full-colour poster 


This is the full colour poster, 

aimed at women, now being used 

in London by the “Evening 
Standard,” 


New evening paper campaign opens 


The publicity campaign for the 
Evening Press, to be published by 
the Irish Press Ltd., in Dublin, 
on September 1 opened on Tues- 
day on the /rish Press stand at 
the Dublin Horse Show. The 
announcement of the paper at 
this event—the biggest crowd- 
gathered in Ireland—is being 
backed with 150 bus sides, all off- 
side rear panels on Dublin buses, 
and five 6 in. x 20 in. bus slips 
(three lower saloon, two upper 
deck) on each bus in the operating 
fleet. 

The posting campaign provides 
for the extensive use of double 
crowns and 16-sheets., 

Street parades and cinema 
screens are to be used later in the 
campaign. 

The announcement of the pur- 
chase of new premises for admini- 
strative and advertisement head- 
quarters for the /rish Press on 
Dublin's main thoroughfare, 
O'Connell Street, was made on 
Friday, July 30. The building, 
occupied by an outfitting and 
sports goods firm, is at the corner 
of Middle Abbey Street, Dublin, 
the street in which Independent 
Newspapers Ltd., has its head- 
quarters, 

It is reported that the sum paid 
for the property is over £100,000. 
The /rish Press has not revealed 
the figure, but admits it to be 
“the biggest property transaction 
of its kind to take place in Dublin 
in recent years.” 


Weekly merged 


The Bridlington Chronicle, a 
weekly newspaper published regu- 
larly for the past 57 years, has 
been merged with the Bridlington 
Free Press, which is owned by 
Scarborough and District News- 
papers Ltd. 


Site for the Irish Press Ltd.'s new advertisement headquarters. 


FIRST KODAK ADS AT EXHIBITION 


The life of George Eastman, 
who transformed photography 
from a cumbersome process for 
the few into a pleasant and inter- 
esting hobby for millions, is 
traced in an exhibition of photo- 
graphs at 16, Princes Gate, Lon- 
don, S.W.7, the headquarters of 
the Royal Photographic Society, 
of which he was a life member. 


The exhibition will be open to 
the public from August 6-28, 
Among the photographs are 
reproductions of old advertise- 
ments showing the world’s first 
“ popular” camera, the No. 1 
“Kodak” camera (“you press 
the button—we do the rest”), and 
the earliest “ Brownie” ca 
specially made for children, 
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Sticky problem 


The fears expressed by 
the East Lancashire and 
North East Cheshire Joint 
Road Safety Organisation 
that excessive paste on 
posters may run down on to 
pavements and cause people 
to slip are not shared by the 
billposting companies. 

fter to 


A them, 
Major E. G. Gibbons, road 
safety officer to the organi- 
sation, reported that the 
companies claimed great 
care was taken to avoid this 
danger. One company 
stated that during the past 
16 years only one 
had slipped because paste 
on the pavement, and even 
then no injuries were sus- 
tained. 


THE YEAR IN 
ADVERTISEMENTS 


In addition to carrying hun- 
dreds of illustrations of adver- 
tisements which were used in their 
newspapers last year, 1953 in 
Advertisements, published by Het 
Vrije Voik, gives many statistics 
about the Dutch market, 

It reports that the consumer 
market spends some 14 million 
Dutch fil. annually. In 1954 it 
is expected that it will be 15 mil- 
lion Dutch fil. In spite of the 
steadily increasing consumer ex- 
penditure, the Dutch market still 
can be enlarged before the pre- 
war consumption level per capita 
has been reached, it states. 

The book was first published in 
1951. The publishers state that 
since then it has been highly 
appreciated both in professional 
circles and by the secondary and 
high schools. They add: “The 
year-books play a very useful 
task as a public relations medium 
by confirming and strengthening 
friendly business relations.” 

Advertisements are included 

under the following headings: 
banking, insurance, social guid- 
ance and services; cosmetics, 
chemical and pharmaceutical 
roducts ; foods and beverages ; 
ouschold effects, clothing and 
footwear ; transport and transport 
industry ; art, culture, education 
and recreation; and humour in 
advertising. 


AGENCY MOVE 


Taylor Advertising Ltd. are 
moving on August 16 to 85 
Gloucester Place, London, W.1, 
from their Gower Street premises 
which they have occupied since 
the founding of the firm in 1944, 

The move has been made 
necessary by the agency's expan- 
sion in the past few years. 
Further expansion is allowed for 
in the new premises, where each 
department will occupy at least 
twice its present allocation of 
space. 


A blind student at Doshisha 
University, Japan, writing for a 
catalogue of English books 
printed in Braille, directed his 
request to the British and Foreign 
Association for Promoting the 
Education of the Blind, at Cam- 
bridge Square, W.2. He added 
that he obtained their addresses 
from a magazine he had just 
read. 

It is exactly 40 years since the 
Association moved to their 

resent premises at Great Port- 
and Street and changed their 
name to the National Institute 
for the Blind. Last year they 
were granted the prefix “ Royal.” 

From Australia, Power Laun- 
dry, Dyeing and Leary | News 
(Associated Iliffe Press) has re- 
ceived a letter from a widow who 
runs a dry-cleaning business and 
is seeking a companion to hel 
her keep things going. She is 56, 
she says, has brown hair and 
eyes, and her children are all 
grown up and married. 

From Wairarpa, New Zealand, 
W. H. Donaldson, general man- 
ager of the Scottish Industries 
Exhibition, has received an offer 
from a fellow-Scot : “ The meat 
and wool section of the Feder- 
ated Farmers here will be glad to 
give any publicity you may 
wish.” 


Extended activities 


S.& A. Services, of Kenton 
Street, London, has been re- 
organised. Previously their activi- 
ties were confined to direct mail. 
Now they will be operating as a 
aay | advertising agency. 

Albert A. Filler, a director of 
the organisation, states: “We 
intend to act for the smaller 
manutacturer, wholesaler and re- 
tailer, and to run a special de- 
partment for hotels.” 


‘IRISH TIMES’ PORTRAITS EXHIBITION 


After a successful preliminary tour of the provinces the “ Irish Times” 

Portrait Gallery exhibition is at Brown Thomas & Co., Lid., Dublin, one 

of the leading departmental stores in the country. The picture shows (left) 

Gerry agen publicity manager of the store, talking with Philip Myers, 
t 


circula 


on and publicity manager of the Irish Times Group. The exhibition 


will later tour North and West Ireland. 
Market research shows reference 
book needs press ad support 


Films and buying 
habits 


Denis J. Garvey, managing 
director of Janus, Ltd., Dublin, 
taking part in Radio Eireann’s 
“Film Magazine” programme, 
spoke of the influence of films on 
buying habits. He said that 
there was no doubt that films had 
a big long-term influence, not 
only in fashions but particularly 
in furniture and kitchen equip- 
ment. He cited examples of the 
boom in the sale of spectacles in 
America after the appearance of 
Esther Williams and Marilyn 
Monroe wearing glasses in films, 
and the marked increase in the 
sales of electric shavers in both 
England and Ireland last year 
after David Niven had been 
shown using a shaver in a film. 

“Films,” he added, “may have 
faults but many in business can 
look to them as an ally—-silent, 
unpaid salesmen—and good, very 
good, salesmen at that.” 


More promotion for fashion urged 
by leading woman columnist 


The need for more attention to 
oe gg by London couture 
ouses was stressed by Alison 
Settle in her column in The 
Observer. So far they had 
ignored the subject, she com- 
plained. 

The French had demonstrated 
their belief in the supreme impor- 
tance of their industry by issuing 
postage stamps showing fashion 
and fabrics. They staged fabulous 
parties and each couturier pro- 
duced perfumes to carry the 
fashion fame of Paris around the 
world. 

“Here is it only Hartnell who 
produces his perfumes while 
Atkinsons honour the group with 
a fragrance called ‘Top Ten’? 
Certainly we have as yet no 
postage stamp of a model girl, but 


who knows what the future 
holds ?”, she wrote. 


“The fantastic fashion uprise 
of Dublin, as of Italy, is an 
example of promotion induced b 
one high-powered New York 
ublic relations woman Miss 
osemary Sheehan. She first put 
Italy on the map of the American 
stores, making coast-to-coast tie- 
ups between Italian creators and 
shops.” 


Relies to a party being 
organised for buyers and foreign 


writers at 11 Downing Street, 
London, by Lady Pamela Berry, 
she commented: “Skilful publicity 
is what our own couture needs, 
and it seems as if it might be 
wakening up to the necessity of 
talented public relations work.” 


A market research investigation 

-rare in the book trade and 
exceptional for a single title—has 
just been carried out by A. & F. 
Pears, Ltd., for Pears’ Cyclo- 
paedia. 

The object was to find out the 
public attitude to, and the extent 
of public ownership of, this book 
whose past 62 editions have sold 
nearly four and a half million 
copies. 

In keeping with its function 
as a family reference book the 
Cyclopaedia investigation was 
conducted in ordinary households 
of all social classes. 

The results showed that there 
is a vast untapped potential 
readership for the book, of 
which the publishers intend to 
take full advantage. 

One finding was that 39 per 
cent of homes now own, or have 
owned in the past, a copy of the 
Cyclopaedia. 

Ninety per cent of past and 
present owners had no criticism 
of the book, a commendation of 
the editorial policy and the work 
of Miss. L. Mary Barker, who has 
directed the Cyclopaedia’s many 
post-war improvements without 
changing its essential character. 

Many people were not aware 
that the Cyclopaedia was stiil 
published, and so the publishers 
are taking steps to remedy this 
by means of press advertising for 
the new edition. 

Of the various sections, it was 
found that the medical dictionary 
was used most, followed by the 
dictionary, gardening section, 
cookery, prominent people sec- 
tion and atlas. 


ROUND TABLE TIE-UP 


A “Knights of the Round Table” 
exhibition at Selfridges, tying up 
with the pre-release screenings of 
Metro-Goldwyn-Mayer’s new film 
was devised jointly by Geoffrey G. 
Young, publicity manager of Self- 
ridges, C. Tullberg, the store's 
display manager, and Ronald A. 
Lee, manager of M.G.M.'s special 
publicity division. 
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ADVERTISER'S WEEKLY 


Advertisers told how to assess merits of 


trade and technical press 


TWO ORGANISATIONS GIVE MEMBERS 


ADVICE ON WHAT TO EXPECT 


FACTORS to be considered when assessing the merits of 


advertising in trade and technical journals are set forth 
in a leaflet issued to members of the British 


Association and of the 
Manufacturers’ Association. 


Drawn up by the joint pub- 
licity committee of the two 
organisations, the observations 
are stated to have the support of 
the Incorporated Society of 
British Advertisers. 

Their object is to help engin- 
— manufacturers “to secure 

a yet more effective expenditure 
of their publicity appropria- 
(Expenditure on ver- 
tising by these manufacturers 
amounts to several millions of 
pounds annually.) 

Advertisers are advised : 

“The editorial and general 
contents of a trade or technical 
journal should cover a clearly 


defined field. In the long run 
this will benefit publishers, 
readers, and advertisers alike, 


since only by this policy can the 
publication achieve a reputation 
as a recognised journal for a par- 
ticular aspect or section of an 
industry. 

“Authentic editorial articles, 
which by their independence of 
outlook provoke constructive 
thought, are the foundation of a 
trade and technical press worthy 
of support. 

“The aims and objects of the 
journal and the details of its 
overseas sales organisation and 
service and information bureaux 
should be stated. 


Readers’ confidence 


“The inclusion of the names of 
the editor, the publishers, direc- 
tors and executive staff, on whom 
the success of a journal depends, 
gives confidence to readers. 

“An unduly high proportion of 
advertising in relation to 
whole journal is deprecated. 

“In publications of the news- 
paper type, advertisements will 
normally appear alongside 
editorial matter, but in trade and 
technical journals the intersper- 
sing of advertisements with read- 
ing matter should be kept to the 
minimum. Any one article 
should appear on pages in 
sequence, that is, it should read 
on continuously. 

“For journals with a substan- 
tial overseas circulation editorial 
illustrations are imperative. 
Colour is considered desirable.” 

The joint committee recom- 
mends the widest possible 
adoption of one _ standard 
type area of 10 inches by 
7 inches for advertisements. If 
a larger type area is unavoid- 
able, the size recommended is 
114 inches by 8 inches, and 


British Electrical and Allied 


where a smaller type area must 
be used, the size should be 9 
inches by 6} inches. The com- 
mittee state: “While it is appre- 
ciated that colour advertisements 
require a quality of paper which 
may be superior to that used for 
black a white reproduction, 
the practice of using a thicker 
Daper for colour work is depre- 


“In journals covering more 
than one major industry the 
grouping of advertisements for 
each industry is preferred; com- 
petitive advertisements should 
not, however, be contiguous. 

“A printed rate card, current 
for not less than twelve months, 
should be available to all pro- 
spective advertisers, giving rates 
for ordinary and special positions. 
To facilitate indexing, these rate 
cards should be available in a 
standard size of 6 inches by 4 
inches.” 

The committee recognise that 
circulations of trade and techni- 
cal journals are necessarily small 
as compared with those of 
national newspapers and popular 
journals with their wide appeal. 

They add: “The view is held 
unreservedly that advertisers, as 
buyers of space, have every right 
to know the full details: of cir- 
culation for which they are pay- 
ing. In this respect the certificate 
of the Audit Bureau of Circula- 
tions is a useful basis. Publishers 
who are not members of the 
ABC should be asked to furnish 
advertisers with properly authen- 
ticated circulation deta. 

“The ideal certificate would 
reveal not only a true statement 
of total circulation figures, but 
also an analysis of the number. 
kind, and geographical distribu- 
tion of readers. The committee 
earnestly hope that advertisers 
will co-operate by insisting always 
, the fullest possible circulation 

— 


Cockerel put to 


in favour of ——> 


Tile Co., Ltd., specialists in roof 
and floor tiles, are going to withdraw their 
“Cock o’ the Walk” trade mark which has been 


Nederland, the Dutch branch of 


The Mar 


used almost since the firm was 
founded over 30 years ago. 

Its place will be taken by a 
stylised silhouette which takes 
the form of a man on his knees 
laying a floor tile. The symbol 
was first introduced by Marleytile 


- 


Judging some of the 1,500 catalo 
Catalogues’ exhibition organised 


| CHOOSING CATALOGUES | 


ues submitted for the “100 Good 
y the British Federation o 


Master 


Printers and the Council of Industrial Design are (left to right) C. R.- 
_— (The Baynard Press), William C. Thielé (advertising manager 
Yardley & Co., Lid., and chairman of the executive committee of 


the Incorporated ‘Society of British Advertisers), 


Stuart Rose (print 


pon Bn mel and Lewis Woudhuysen (chairman of the typographical 


group of the Society of Industrial Artists). 
Bernard Nicholls tc. Nicholls & Co., 


British shoes in 


Sweden 


. British shoe manufacturers 
will be exhibiting for the first 
time at St. Erik’s Fair in Stock- 
holm, which opens at the end of 
a. Eight firms will have 


More than half the shoes im- 

ed by Sweden are now 

itish, compared with seven per 
cent before the war. 

Editorial Services Ltd., public 
relations advisers to the foot- 
wear industry, have been ap- 
pointed to handle publicity for 
the British shoe exhibit at the 
Fair. Plans include the holding 
of a special advance press show. 


Photogravure work: 


Compromise award 


An interim award by the Joint 
Industrial Council panel on the 
difference between the Typo- 

phical Association and the 

itish Federation of Master 
Printers on the manning and rates 
for rotary photogravure machines 
represents a compromise between 
the two parties. 


roost 


mpany. The knecling man 
is pop me being used on the com- 
pany’s fleet of vans and on the 
cars of representatives. 
nts for the Marley Tile Co. 
are E. Walter George Ltd. 


Right, foreground, 
Ltd., Manchester). 


Wide publicity 
for Belle Vue 
fireworks 


Editorial representatives of 36 
national and provincial news- 
papers and news agencies in the 
greater Manchester area attended 
the first press luncheon-reception 
for 10 years at Belle Vue show- 
ground, Manchester. 

The reception was held to 
= pressmen information about | 

lle Vue's first post-war fire- 
work spectacle, “ Storming 
of Quebec.” 

The company's press and pub- 
licity officer, D. Buckland Smith, 
acted as host and spokesman. 

Belle Vue's fireworks spec- 
tacles, portraying scenes from 
famous battles, were held 
annually from 1852 to 1939, and 
their return is being widely 
publicised by the company. 

More than $0,000 brochures, 

iving the history of the firework 
attles, have been sent to edu- 
cation officers, coach proprietors, 
railway stations and factories in 
all parts of Lancashire, Cheshire, 
Staffordshire, Yorkshire and 
Derbyshire, while extensive 
ter advertising has 
unched in these areas, 

The event has been extensively 
advertised in all the national 
on ae and outside papers which 

ve received three, four and 
five-inch double column adver- 
tisements include the Stafford- 
shire Sentinel, Bolton Evening 
News, Lancashire Evening Post, 
Oldham Evening Chronicle, 
Yorkshire Observer and the 
Halifax Courier. Bigger “shock” 
advertising is plan shortly. 
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ADVERTISER'S WEEKLY 


David Allen 
appoint sales 


manager 


Graham L. Aylward has been 
appointed sales manager in the head 
office of David Allen and Sons 
Lid., in stctession to the late 
Stephen L. Smith, who died in July. 
Mr. Aylward, who is the son of 
A. FE. Aylward, a director and secre- 
tary, has worked in the sales depart- 
ment of the firm. 

* * 

John Arrow has joined Erwin 
Wasey & Co., Lid., as head of the 
new public relations department. 
Lately a freelance journalist, Mr. 
Arrow was secretary, Overseas 
Planning Committee and director. 
Overseas General Division at the 
Ministry of Information after work. 
ing in radio with the J. Walter 
Thompson Co. Lid. 

* * + 

Dan O'Leary (artist) and Valen- 
tine Kiely (copywriter) have left 
Sun Advertising, Dublin, to join 
O'Kennedy-Brindley Ltd. 


Claire Hill 


Joho 1, Mason, of the J. Walter 
Thompson Company Lt4., has been 
elected chairman of the study 
section committee of the Royal 
Statistical Society for the year 
1954/5 

7 « * 


Peter J. Weston has joined the 
executive staff of Richard-Stannley 
(Advertising) Lid. He joined C. J, 
Lytle (Advertising) Lid. in 1946 and 
left in 1950 to become advertising 
manager of Hershelle Models. 


+ 7 * 


Peter Eastwood, until recently 
with Pictorial Publicity Ltd., has 
joined Samson Clark & Co., Ltd. 
as space buyer in the agency's 
media division. The division which 
now comprises the three sections, 
media and market research, media 
planning and recommendation, and 
space buying comes under the super- 
vision of Miss Barbara Hancock. 


John Arrow 


F. Sibley has resigned as director 
and secretary of the McGraw-Hill 
Pusticning Company mor 


H. . Thorns, radio _ tele- 
vision sales manager, Philips Elec- 
trical Lid., has completed 25 years’ 
service with the company. At a 
celebration luncheon, G. Hofman, 
managing director, presented him 
with the company's gift of a cheque 
and a gold wrist-watch. 

* * 

Len W. Mandy has been pro- 
moted to press officer in the East 
and West Ridings region of the 
Central Office of Information. He 
joined the C.O.1. in October, 1952, 
as an assistant press officer. 

- + + 


Alma Arnell, former contract 
executive with the City Display 
Company and more recently with 
Kennedy Displays Lid. is now 
organising and managing the Angel 
Display Company. 

a * + 

Peter John W. Kilpatrick, a direc- 
tor of T. & A. Constable Lid., 
Edinburgh, has been appointed 
chairman of the costing committee 
of the British Federation of Master 
Printers. 


Alma Arnell 


Leslie Room, director-general of 
the Advertising Association, at- 
tended a garden party at Bucking- 
ham Palace last Thursday. 

* . ” 


R. H. Walter, until :ecently with 
Hardy Spicers (Birfield Industries), 
of Birmingham, has joined Hartley- 
Ward Films Lid. as sales manager 
and personal representative for 
‘Industrial-Observer' (B. Charles- 
Dean) Film Products. 

* - * 

Edward F. MacSweeney, Irish 
representative of ADVERTISER'S 

BEKLY, has been nominated a 
member of the finance committee of 
the Irish Red Cross Society. 

+ + * 


Wm. R. Creed, advertising man- 
ager, Whiteleys of Bayswater, has 
appointed Claire Hill to be his 
senior assistant. Prior to joining 
Whiteleys she was with Swallow 
Raincoats as assistant to the adver- 
tising manager. 


OBITUARY 
G. H. Howe 


George Hunter Howe, advertise- 
ment manager of the Yorkshire 
Observer, the Bradford Telegraph 
and Argus, and associated news- 
papers, has died after an illness of 
several months. He had been with 
newspapers in the group of the 
Westminster Press Provincial News- 
poner Ltd., for 41 years and would 

ve been 65 in October when he 
planned to retire. 

Born at Barton, near Richmond, 
Yorkshire, Mr. Howe joined the 
Northern Echo in 1913 and three 
months later was appointed to the 
advertisement department. At that 
time the group consisted of papers 
in Darlington, Birmingham, and 
Sheffield only. 

Mr. Howe spent 15 years at 
Darlington serving the Northern 
Echo, Auckland Chronicle, York- 
shire Gazette, Durham Chronicle, 
and the Durham Advertiser. WHe 
was associated also with the found- 
ing of the Darlington evening paper, 
the Northern Despatch. 

In 1928 he was selected to take 
charge of the advertisement depart- 
ment of the newly-launched Oxford 
Mail. We spent 15 years at Oxford 
and then in January, 1944 came to 
Bradford as advertisement manager. 

In 1949 Mr. Howe was the prime 
mover in founding the Bradford 
Publicity Association, of which he 
had been vice-chairman. He had 
also been a member of the Adver- 
tising Club of Oxford and the Leeds 
Publicity Club. 


A. A. Martin 


The death occurred on Wednes- 
day of last week of A. A. Martin, 
chairman of Carlton Artists and last 
survivor of the four Canadian art 
students who founded Carlton 
Studio in 1901. He was 76, 

Mr. Martin was one of the coterie 
of young men who started the 
Sphinx Club, first * tribune of orally 
expressed opinion " of British adver- 
tising interests, whose many notables 
included J. C, Akerman, founder of 
Apvertiser’s Weexty (Carlton 
Studios occupied the present home 
of Apvertiser's Weekcy from 1904 
to 1908). His team took a 
prominent part in such pioneer 
events as the campaign that heralded 
the opening of Selfridge’s in 1909— 
claimed to be the largest and most 
spectacular of all publicity drives— 
and the first Times advertising 
supplement in 1913. 


C. S. Kent 


C. S. Kent, manager of The Times 
from 1937 until 1949, died last 
Friday at the age of 67. 

It was in 1922 that Mr. Kent was 
appointed secretary of the Times 
Publishing Company Lid. He be- 
came assistant manager of The 
Times in 1931 under the late W. 
Lints Smith, and manager six years 
later. 

After his retirement in 1949 he 
visited Germany to advise the 
Control Commission on technical 
and financial questions concerning 
the British sponsored newspaper, 
Die Welt. 
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Hutton, Compton 
in “Two Freds’ 
programme 


Famous cricketers and cricket 
correspondents are, by courtesy 
of the newspapers for which they 
write, sending Messages to this 
year’s programme of the “Two 
Freds” cricket match in aid of 
NABS. 

They include Len Hutton (News 
of the World), who is to captain the 
England Test team to meet the 
Australians, Denis Compton (Sunday 
Express), whose recent form has 
delighted his many admirers, E. W. 
Swanton (Daily Telegraph), and 
others. 

A number of extra editorial 
features are planned for this pro- 
gramme to which subscriptions to 
date total more than £2,200—an 
increase of over £400 on the figure 
published last week. 

Both the text and cover paper for 
this year’s programme have been 
generously given by Wiggins, Teape 
and Alex Pirie Ltd. 

Latest programme subscribers : 

Sidney Barton Lid. Benson & 
Hedges Ltd., The D. Brook-Hart 
Co., Burlington Publishing Co. Lid.., 
Peter Eastwood (Samson Clark & 
Co. Ltd.), Mark Fawdry Lid., 
Games & Toys, §. T. Garland 
Advertising Service Lid. Hulton 
Press Lid., Johnsons of Hendon 
Lid., Legion Publishing Co. Lid., 
Lintas Lid., Ellis Lloyd Advertising 
Lid., Longleys & Hoffman Lid., 
National Trade Press Lid., Odhams 
Press Ltd., Osborne-Peacock Ltd., 
Reed Paper Sales Ltd. Saward, 
Baker & Co. Ltd., Sells Ltd., Soffe 
Bros. Lid. Townend-Smith & 
Hardy Ltd., and Workers Travel 
Association Lid. 


Additional incentives 


H. Dawson Salmon, of the 
Argus Press, has announced more 
incentives to the players to raise 
money for NABS. An anonymous 
donor has stated that he will give 
half a guinea for a feat which has 
yet to be decided. A similar pro- 
position has been offered by 
Daltons Weekly, whose directors will 
give £5 as an incentive, but again 
the feat for which this is offered has 
yet to be decided —e 

Other incentives : J. B. Fitzpatrick, 
of Theatre Publicity Lid. : a guinea 
for every 51 or over (to celebrate 
the birth of his son, Alistair); 
Charles Fastnedge, of The Queen: 
£1 for every six; Neil Kirby, of 
Theatre Publicity Ltd.: a guinea for 
every lbw. 


Gifts for auction 


Harold Fish, organiser of the 
auction which will take place at the 
match, has published his first list 
of donors of gifts for the auction: 


Wrigley Products Ltd. (C. B. 
Saunders, secretary), Gallaher Ltd., 
Schweppes Lid. (R. M. Lucas), 
Waterman Pen Co., Lid. (C. A. 
Cloude), Kayser Bondor Ltd. 
(Doris Blackmore), Watney Combe 


@ Continued in Stop Press 
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ISS PAT SMYTHE used to ride in Richmond Park when she 

was a little girl living in nearby Rochampton. She won 

her first success at the age of ten at Richmond Royal Horse 

Show. Since then she has won prizes for jumping in Paris, 

Nice, Rome, Madrid and up and down Britain from Bath to 

Blackpool. In 1953 she won many competitions in the 

United States and was in the British team which won the 

Nations Cup at Toronto. At least two of her horses are nearly 
as famous as their rider—Prince Hal and Tosca. 


ADVERTISER'S WEEKLY 


‘My Daily Mail’ oy, par smyTuE 


* Ae the newspapers that I read, the Daily 
Mail is always attractive. The days are too short 

to fit in everything, but one ought to be a social citizen 
and keep up with the daily happenings of the world. In 
the Daily Mail one can find the essential news under 
clear headings. The facts are not hidden under exagger- 
ated journalese, and surely life is exciting enough with- 
out having to resort to a newspaper for sensationalism. 
The front page provides one with the Leader and 

the necessary news for the day. I, personally, enjoy 
the very good sports page and the excellent article on 
fashion which keeps the country cousin up-to-date ! 


The news from America keeps one in touch with a 
country that is playing a most important part in world 
affairs to-day. 

The accurate and unbiased reporting and balanced 
comment on world events prove that the Daily Mail 
caters for an intelligent reader who is able to form his 
own opinion. 

One of my biggest ambitions has always been to 
win the Daily Mail Championship at the International 
Horse Show at the White City—so far I’ve been the 
rufner-up twice, which has made me all the keener for 
this honour.” 
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ADVERTISER'S WEEKLY 


COMMENTS 


Powerful 
periodicals 


Perhaps the most remarkable 
feature of post-war publich- 
ing in Britain is the develop- 
ment of the periodical press. 
The women’s magazines, 
entertainment papers, general 
interest weeklies, serious press, 
trade press and technical pub- 
lications, are all progressing 


initial message to retailers, 
through the columns of the 
trade press. That is a tribute 
to the development of a 
powerful medium which is so 
accepted that many agencies 
automatically use it as the 
first shot in a campaign. 

The “Financial Times” recog- 
nises the advance of the maga- 
zine in a survey published on 
Saturday under the heading: 
“The Prosperous Periodical.” 
Commenting on the latest net 
sales figures, it stated: “Maga- 
zine circulations have been 
benefiting from the general 
buoyancy of the U.K. economy 
on the first half of 1954. Per- 
sonal spending has been up on 
the early part of 1953, and 
press advertising in the first 
t. of the year was nearly 

8 cent higher .. .” 


THE ITA 

The EB Hy announcement of 
members of the In- 
dependent Television Authority 
indicates a Government desire 
that the new medium shall 
come into operation as soon as 

possible next year. 
But, as Harry Alan Towers 
points out in a realistic article 


The first statement by the chair- 
man, however, is 


‘ STANDS FIRST AND 


FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


266 


Housewife’ 8 choice in pack sizes 


Talking Points 


and price tags 


HAE pack designers a new 
consideration to take into 
account when they are dealing 
with breakfast foods and deter- 
gents? 

Must they worry about the 
politics of the advertising busi- 
ness and make packs look 
smaller than they need so as to 
deny ammunition to the critics? 

The questions are prompted 
by a ottingham story given 
prominence in at least one mass- 
circulation national newspaper. 

According to the report, the 
Food and Drugs Committee of 
this usually broad-minded Mid- 
lands city complains of “the 
growing practice of cking 
goods in containers which are 
larger than necessary.’ 

he chairman of the commit- 
tee is quoted: “Housewives are 
os duped.” 
at is the truth? 

A spokesman for Unilever— 
usually the most reticent con- 
cern in British big business— 
says cartons are not filled to the 
top deliberately. If they were 
completely full they would be 
liable to burst in transit. 

On the other hand there is 
evidence that many housewives 
are amused, if not indignant, at 
the size of some breakfast food 
packs compared with the con- 
tent. 


The question for the designer 
and the marketing expert surely 
is; Does it pay to make packs 
bigger—or look bigger—than 
they need be ? 

COUNTING THE COST 
1 question: Is 

business being lost because 
of indefinite pricing of goods? 

The query is posed this week 
in Electrical Review. It is often 
posed by agents and clients 


when campaigns are being 


planned. Answers vary. 

Electrical Review says: “Some 
traders show no prices at all in 
their shop windows, others mark 
only certain items. This is a 
clear admission that the cost of 
the unmarked goods is high— 
possibly excessively so. This 
reticence about prices extends to 
press advertisements, catalogues 
and leaflets. 

“Another irritating thing is the 
way in which purchase tax is 
handled in advertisements. Fre- 
quently the price is given in bold 
figures, with P.T. in the smallest 


type. This is the barrow boys’ 


method, whose price marking 
looks, from a@ distance, like 1s. 
per lb., but turns out to be 1s. 3d. 
a4 lb. The honest way is to 
give the total in plain figures, 
with the purchase tax in paren- 
theses.” 

“Sharp practices” apart, the 
question is: To price or not to 
price? 

The average consumer would 
like to see everything priced. 
Some advertisers believe the 
task of publicity is to get the 


potential buyer to the ultimate . 


point of sale at all costs. 


BACK TO WATERLOO 


HERE has been prompt 
response to the Advertising 
Association's request (this column 
last week) for chaMengers for the 
first three positions in the Oldest 
British Advertising Agencies 
Stakes. 
Original claimants were :— 
1. R. F. White and Sons- 
founded 1800. 
2. Robertson and Scott (Adver- 
tising) Ltd.—founded 1819. 
3. Lee and Nightingale— 
founded 1854. 
First two challengers are :— 


TO-MORROW’S TOPICS 


®@ Raleigh Industries will launch 
a new product early next year 
“in the cycle field.” It will be 
backed by extensive advertis- 
ing, and an additional agent 
may be appointed to handle 
the account. 


— new products are 

— by Platers & 

= = Yen Ltd.—*“Prestige” and 

“Sky n for manufacture 

in extension to their Burniey 

factory. A big drive is planned 

at home and in the export 
market. 


@ Following an American pat- 
tern, air-conditioning is to be 
advertised in Britain as a 
relief for hay-fever sufferers : 
“It takes the pollen out of the 
room!” 


@Under new legislation the 
Potato Marketing Board has 
the power to advertise pota- 
toes. Agents have yet to be 
appointed. Research into pre- 
packaging and market research 
is being cousidered. 


PROPRIETORS 


BORC 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. G. t 


BIRMINGHAM 


LEEDS 


EFFICIENT SERVICE 


WATFORD 
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Charles Barker & Sons Ltd.— 
founded 1812. 

C. Mitchell & Co. Ltd.— 
founded 1837. 

Charles Barker remind us that 
their 1952 Christmas card re- 
corded their longevity in no 
uncertain manner. It reproduced 
a section of The Times, dated 
June 22, 1815, which included a 
bulletin on the Battle of 
Waterloo . . . and some adver- 
tisements placed by the agency. 


EU... THY... MOL 


ARAGRAPHS in this 

column about strange words 

in advertisements have prompted 

Donald Howat to write from 

Glasgow about the pronuncia- 
tion of the word Euthymol. 

A fair-sized space in the Daily 
Express has been used to explain 
that purchasers should say to 
chemists: “Eu ... Thy... Mol.” 

Says Mr. Howat: “There is a 
lesson in this. How is an adver- 
tiser who was foolish enough to 
choose an improbable name 
which people do not like to pro- 
nounce, .. . To correct them by 
advertising in the Daily Express 
cost them £550, to say nothing 
of the cost of other papers in 
which it is running.” 


@ Foster Clark Ltd. are to em- 
of sales 


vertising in all its forms. This 
will lead to record competi- 
tion among concerns in the 


@A leading shoe manufacturer 
is to introduce a new range of 
leisure shoes in the late 
autumn. Large space adver- 
tising will be used. 


® Following a survey finding 
that 56 per cent. of whisky 
distillers in 19 US. cities had 
never heard of Irish ae 4 


plans are now being 
sidered in Dublin for a “big 
export campaign. 


® Big publicity drive is planned 
for women’s light-weight un- 
derwear to offset effects on 
sales of the cool summer. 


@ Operators of air freight traffic 
are to step up their advertising 
to persuade more manufac- 
turers to send goods by air. 


ROUND TABLE 


McLELLAN - DIRECTOR 
SOUTH COAST 
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ADVERTISER'S WEEKLY 


RADIO TIMES 


Average weekly net sales 


for the first six months of 1954 


8,200,20 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 


A single insertion in the 


RADIO TIMES 


is a national campaign for 
NINE DAYS — PLUS! 


aT enquiries to: HEAD OF ADVERTISEMENT DEPARTMENT 
B.B.C. PUBLICATIONS, 35 Marylebone High St., London, W.1. 
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ADVERTISER'S WEEKLY 


The Television Bill received Royal Assent on Friday: 


Aucust 5, 1954 


Everyone 


now asks — How shall we prepare for the new medium? 


What advertisers can do NOW 


about commercial television 


E HAVE reached a 

crucial stage in the pre- 
parations for the advent of 
commercial television in this 
country and in a matter of 
weeks some of the issues now 
under discussion will have been 
settled and many of the 
questions raised will have been 
answered. That is why the 
operative word in this survey 
must be--To-Day. 


Any estimate of the situation 
should begin by separating known 
facts from matters of conjecture, 
however sound the assumption 
upon which the conjecture may 
be based 


The Independent Television 
Authority is charged under the 
Television Bill with the responsi- 
bility of establishing the commer- 
cial television service in this 
country, and any private com- 
mercial organisation which may 
become a programme contractor 
under the Act, must derive its 
concession from the Independent 
Television Authority and from no 
other body or individual. 


Advertisers and advertising 
agents will have to buy their tele- 
vision advertising space from 
programme contractors, and 
therefore, until the ITA enters 
into arrangements with such pro- 
gramme contractors as it may 
choose, there ‘is no advertiser or 
advertising agency who can book 
or reserve advertising space. 

Both advertisers and agencies 
have, of course, been discussing 
matters with potential programme 
contractors, but such discussions 
can have no validity until the 
ITA have announced their choice 
of programme contractors 

So much for the facts. What 
then are the advertiser and his 
agent to do at this time ? 

The Television Act is the law 
of the land and therefore adver- 
tising by television is now, beyond 
dispute, going to be available to 
the British advertiser commen- 
cing some time during 1955. 
There is no advertiser and no 
advertising agent in this country 
who can afford to ignore this fact. 
Within a matter of weeks the 
problems attendant upon this new 
medium will be on his doorstep. 


by 


HARRY ALAN TOWERS 


Director 


T.V. Commercials, Ltd. 


Now is the time for them both 
to consider how they are going to 
use this medium. Experience in 
other fields is useful but is no 
true guidance to the problems and 
opportunities of vertising by 
television. 

During the next few months 
an advertiser will need to con- 
sider problems as basic as the 
design and colouring of his 
pack, the whole concept of his 
sales approach, and the com- 
plete re-allocation of his adver- 
tising appropriation in terms of 
media. 


The fact that he cannot book 
time at this present moment need 
not interfere with research and 
development, including the actual 

roduction of commercials on 
Im for him to consider and 
analyse. 


Enough facts have been re- 
vealed in the Bill itself and in the 
various Government statements 
that have been made in the course 
of debates in the Lords and the 
Commons, for the agency, with 
the aid of the technical and 
expert services that are available, 
to assess in what manner and to 
what extent the many types of 
advertiser who will need to use 
this medium can best commence 
their operations. 

When, however, will an adver- 
tiser be in a position to know 
when and where his message may 
be heard, and how much it is 
going to cost him ? 

We must now enter the field of 
reasonable assumption. It is 
believed that the ITA will, par- 
ticularly if they are able to use 
BBC technical facilities, offer a 
transmission service from the 


three initial transmission points 
some time during the summer of 
1955, and in any event, not later 
than September |. This will mean 
coverage in the London, Bir- 
mingham, and Central Lanca- 
shire areas, but it is probable 
that a wider coverage from other 
transmission points will then 
follow quickly upon the opening 
of the initial service. 

Next--how much is it going to 
cost ? 

The answer to this question is 
linked with the whole pattern of 
programme contractor conces- 
sions and, above all, to the form 
of contract which the ITA will 
agree with the individual pro- 
gramme contractors. 

The answer to this may come 
soon, but until this answer is 
available, most of the really hard 
thinking, in terms of advertising 
by television costs, must be specu- 
lative. 

ADVERTISER'S WEEKLY will be 
devoting a special supplement to 
the subject, the moment that these 
vital questions can be answered. 
Early in October seems a reason- 
able dateline for such a publica- 


tion: better to wait and base such 
a survey on facts, than to con- 
tinue further speculation on these 
big issues. 

Meantime, for all of us who 
are going to be involved, in the 
business of advertising by tele- 
vision, there is plenty of work to 
do now. Consider one of the 
most interesting and important 
questions which remains to be 
answered. This is in respect of 
what is beginning to be termed in 
the advertising profession, a 
“Television Advertising Feature.” 

In the original White Paper, 
from which the Television Bill 
grew, there was a reference to 
“Shopping Guides.” The inten- 
tion was to provide a method 
whereby, despite the intended 
separation of commercial message 
from entertainment content, there 
would still be scope for adver- 
tising that informed and enter- 
tained. 

The Bill itself does not specifi- 
cally refer to this type of pro- 
gramme, but by private conver- 
sation and public comment, the 
Postmaster-General has indicated 
that the idea is not forgotten. 

It is obviously going to be up 
to the advertiser and his agent to 
prove that certain types of adver- 
tising are in themselves a service 
to the viewer, and in so doing, 
are in themselves an advertise- 
ment of the business of adver- 
tising. However, programme con- 
tractors will have to be convinced 
that “advertising features” are an 
acceptable form of programme 
material and they, in turn, will 
have to convince the ITA 

Here is a job worth doing 
Now is the time to consider how 
it is going to be done. 


NEWS FLASH FROM NORTH AFRICA 
Commercial TV in French Morocco 
includes advertising films 


A commercial television service 
has been started in French 
Morocco, It is being operated 
by the Compagnie Marocaine de 
Radiom Television (TELMA) 
which has been formed by 
Publicis (France) Ltd. and a num- 
ber of prominent French indus- 
trial and banking firms. 

In addition to advertising films, 
20 second spots are available as 


well as facilities for showing five 
second stills. In sponsored pro- 
grammes advertisers are allowed 
promotion time ranging from 20 
seconds in a five minute pro- 
gramme to four minutes in a one 
hour programme. 

Broadcasts are made in French 
and Arabic and at present there 
are some 25 hours of trans- 
mission time a week. 
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What the tycoons saw in 
their favourite 


paper 


uts compressed air 
sJas-CoPce oor the world 


Lee te a A 


‘Frcoons (home and abroad) have roads dug up, pearls fished up, con- 

tinents opened up. And in their favourite paper they look for new ways to go 

about their business—which is why Atlas-Copco* and many other manu- 

facturers of capital goods choose THE ECONOMIST for their advertisements. 
*The advertising agents of Atlas-Copco are Intam Limited. 


The Economist 


22 RYDER STREET * ST JAMES’S SWi * WHITEHALL 1911 
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Complaints of infringement of copyright in advertising are 
frequent. In this special review of the subject our 
Legal Correspondent explains— 


The copyright position when two 
advertisements look alike 


bi Sais aii 


rae is ee ae ects 


nee) 


x 


OTHING is more start- 

ling, bewildering and 
irritating to an artist or copy- 
writer to see his work pre- 
pared, let us say, to advertise 
a product in this country, 
appearing in an overseas pub- 
lication, advertising another 
product. At once he feels 
that he has been badly treated, 
that his copyright has been 
infringed, and he wonders 
what he can do about it. 


World grown smaller 


In view of the “ shrinkage” of 
the world, so that what is pub- 
lished in London one day may 
well be seen in Bombay or Cape 
Town within less than 48 hours, 
it is not surprising that complaints 
of infringement by different 
nationals are frequent. Two such 
complaints have been made to 


SOUTH EASTERN 
GAZETTE 


L 


KENT 
MESSENGER 


the writer within the past two 
or three weeks. 

It is important to urge copy- 
writers to be sure, before they 
begin complaining, that the sub- 
ject of their complaint is their 
copyright. For instance, if an 
artist designs an advertisement 
for an English firm to advertise 
an English product in an English 
publication, and he sees a similar 
design for an advertisement for 
another product for an entirely 
different firm appearing in an 
overseas publication, he may feel 
chagrined, but it is possible that 
he cannot do anything about it. 
The copyright may be owned by 
the English firm, who would be 
entitled to assign it to another 
firm if they so wish. 

On the other hand, the English 
firm may have granted a licence 
to an overseas firm to use the 
design. 


CHATHAM 


OBSERVER | 


With the greatest respect to 
copywriters and artists, there is a 
tendency to imagine an infringe- 
ment where, in fact, none may 
exist at all. It is as well to re- 
member, as one of our most dis- 
tinguished judges has put it, 
similarities between work may be 
due to any one of four hypo- 
theses, namely : 


®@ Mere chance. 


® Both works being taken from 
a common source. 

@The plaintiff's work being 
taken from the defendants, or 


® The defendant's work being 
taken from the plaintiff's. 


It is only on the fourth hypo- 
thesis that there can exist an 
infringement. 


What infringement means 


Now, when someone does 
“lift” the work of another and 
uses it himself, he does not do it 
wholly or bodily, he just 
“adapts” it. In such circum- 
stances he may have been guilty 
of an infringement. “ Infringing ” 
is defined in the Copyright Act, 
1911, as: 

“When applied to a copy of 

a work in which copyright sub- 

sists, means any copy, includ- 

ing any colourable imitation, 
made, or imported in contra- 

— of the provisions of this 

et.” 

Assuming, therefore, that artist 
B, in designing an advertisement, 
has taken something from the 
work of artist A (as 4 above), so 
that it is a “ copy” or a “ colour- 
able imitation,” then we are 
approaching a situation in which 
an infringement may have taken 
place. 

But we have to be sure of what 
we mean by “ copy,” and it is not 
easy to supply a test which will 
meet all cases. 


The standard work 


Probably the greatest authority 
on copyright law in this coun- 
try, F. E. Skone James, in his 
latest edition of Copinger, the 
standard work on the subject, 
argues that the true view is that 
where the court is satisfied that 
a defendant has, in producing the 
alleged infringement, 
substantial use of those features 
of the plaintiff's work in which 
copyright subsists, an infringe- 
ment will be held to have been 
committed. If he has made such 
use, he has exercised unlawfully 


made a é- 


the sole right which is conferred 
upon the plaintiff. 

“If this view is correct,” says 
Skone James, “ it follows that 
the degree of resemblance 
between the two works is not 
in itself the test of infringe- 
ment, but is only one factor in 
determining whether an un- 
lawful use of the plaintiff's 
work has been made.” 


Valuable illustration 


This distinguished writer then 
goes on to give an illustration, 
which will be of use to all who 
are engaged in preparing adver- 
tisements. He asks us to assume 
that there exists an advertising 
poster, which we will call the 
original poster. In addition, there 
are two other posters which 
closely resemble this original. In 
regard to one of these other two, 
although the resemblance to the 
original is not so close as the 
resemblance between the other 


Our Legal Correspondent, 
a barrister who specialises in 


Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
ex 


and the original, it is proved that 
the second artist had the original 
poster in front of him and 
slavishly imitated certain specific 
features of the design, then in Mr. 
James’s opinion, an infringement 
has taken place. 

But in the other case, even 
though the resemblance with the 
original may be closer, the artist 
is able to establish that, though 
he made use of the basic idea in 
the original poster, his execution 
was quite independent. In this 
case, Mr. James’s view is that it 
was not an infringement. 

In other words, resemblance 
between advertisements does not 
necessarily establish that an 
unlawful infringement has taken 
place. Resemblance is one of the 
factors to be considered, but it is 
not the only factor. 
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The Listener 


AVERAGE WEEKLY NET SALES FOR THE FIRST SIX MONTHS OF 1954 


141,610. 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 


A good product 
gets the right audience in 


The Listener 


al, 
-~ 


All enquiries to: HEAD OF ADVERTISEMENT DEPARTMENT 


B.B.C. PUBLICATIONS, 35 Marylebone High Street, London, W.1. 
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no matter 


how difficult... 


we can and do deliver 
mail anywhere 


ToS oe 
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UNIVERSAL DIRECT MAIL SERVICES 


80-82 Cromer Street, Grays Inn Road, 


Enquiries invited — Phone Terminus 528! 
(Private Branch Exchange) 


Please send us FREE your MARKET DIGEST, etc. 


UNIVERSAL DIRECT MAIL SERVICES LIMITED 
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. Additions and jiiendincntd 
to ‘Advertiser’s Annual’ 


As a new service to subscribers, 
| additions and amendments to 
Advertiser's Annual will appear 
--1 in Apvertiser’s Weex Ly. 

n this first list, section and page 
numbers are given so that copies of 
the 1954 Annual can be kept as up 
to date as is possible. 

Future changes and alterations 
should be sent in to the Editor, 
| Advertiser's Annual, in writing, at 
| the earliest possible moment. 


SECTION 1. Newspapers 


| DAILY A pees c.w.1, hg 
c.1.14}" 61) 
Vonk seme EVENING eess. 
9 Coney St York; 53051; Ren? 
A.Mgar.. H. A. Micklethwait ; L.Off. 
167- 0 Fleet St ECA; L.Tel. 
Central 3265; L.Rep. L. G. Putt: 
c.w.ll4 ems; c1.22”; nc8; cd. 


noon preceding day; t.pub. even; 
scr. 60. I.15/-; P£132: Pros. 
S.C. £44; Coy. 8.C. £33. (insert p.69) 
LONDON FREE PRESS, 107 Fleet 
St E.C4; Central 4615; A.Mgr., 
D. F. Fisher; c.w.l¢”; 64.15’; 
n.c.6; c.d. Tues; t.pub. Thurs; scr. 
65. 1.10/-; $.D.3, 9/9; 6, 9/6; 13 
9/3; 26, 9/-; 52, 8/6; Pros, & Coy. 
2/- per line. (insert p. 81) 
| THE FREE PRESS, delete gt! 

83) 


(p. 
| BUCKS HERALD, L.Off. 80 Fleet 
| St E.C4; L.Tel. Central 7500; 
L.Rep. Arthur Clay. (p. 94) 
COBHAM RECORD & MiID- 
SURREY NEWS, c.d. Mon. (p. 98) 
MOLESEY & DITTON NEWS, 
c.d. Mon. (p. 117) 
SOUTHERN JOURNAL & 
WESSEX POST, Canal Salisbury; 
3000; A.Mgr., M. Rodhouse; 
L.Off. 53 Fleet St E.C4; L.Tel. 
Central 4968; L.Rep. H. A. Leo 
pold; c.w.104 ems; c.1.17”; n.c.6; 
cd. Mon. a.m.; t.pub. Wed; no 
mats; scr. 65. 1.3/6; Pros. & nap | 

1.7/6. (Comb. rate with Salisbury & 
hester Journal, 1.9/-; Pros & 


Wawa, _ 
WS, c.d. Mon. ‘ 
YORKSHIRE GAZETTE 
HERALD, 9 Coney St York; 
53051; Herald; A.Mgr., H. A. 
Micklethwait ; L.Off. 167-170 Fleet 
St E.C4; L.Tel. Central 3265 ; 
L.Rep. L. G. Putt; c.w.114 ems; 
e122”; nc.8; cd. Thurs. noon; 
t.pub. Fri; scr. 60. Comb. rate with 
Malton Garette & Herald, |. s 
§.D.6, 10/-; 13, 7/-. 

(substitute for entry p. 137) 
NORTH WALES GUARDI 
delete entry. (p. 141) 
FALKIRK SENTINEL, Sentinel 
Chrs Stirling; 1426; A.Mer., James 
Anderson; c.w.1}”; ¢.1.224"; nc.8; 
Led, Tues.; t.pub. ri; scr. 
65, 1.7/6; S.D.3, 7/-; 6, 6/6; 13, 
6/-; 26, 5/6; Par. 1/3 per line; 
Coy. 1/6 per line. (insert p. 147) 
GRANGEMOUTH ADVERTISER, 
L.Off. 131 Fleet St E.C4; L.Tel. 
Central 1960; L.Reps. Will Kitchen 
Jnr Ltd. (p. 148) 


SECTION 2. Magazines 


| MAN'S WORLD, ¢.w.2”; 1.6"; 
nc.2; c.d. 4 wks preceding; -. 
12th of mth; scr. 100. P£20; H4£11; 

£6; E£3/10/-; SD. 65%, 
12,10%. (p. 197) 
LINK HOUSE PUBLICATIONS 
LTD. Advertisement. Telephone 
Museum 9792. (p. 258) 


POPULAR GOLF, 92 
E.C4; Central 0540; A.Mgr., 
Robert C. Cornwall; c.w.2”; c.1.8"; 
n.c.3; c.d. 21 days preceding; t.pub. 
15th of mth; no mats; scr. 100. 
P.£25; H£13; Q£7; $.D.6, P.£22; 
12, £20. (Insert p. 263) 
QUEEN, THE, c.d. 2! days presse 


( 
BRITISH HOUSING & PLAN. 
NING REVIEW, 42 Devonshire St 


Fleet St 


W.l; Langham ; A.Agts. 
Walter Judd Ltd., 47 Gresham St 
E.C.2; Monarch 7644. (p. 285) 
SHOPFITTING & ALLIED 


TRADES JOURNAL, 259 Birkbeck 
Rd Beckenham; Sydenham 4590; 
Te M. E. Newbound ; c.w.24"; 
c.1.8”"; nc.2; c.d. 14 days s preceding 
tpub. mthly; scr. 126 
H£11; Q£6; S.D.3, P£20; 6, £19; 
12, £18; S.p.P. £4 extra. 

(insert p. 285) 
oo JOURNAL, 
ai" 74". ( 
enalevenal, 
NEWS, H£56; Q : 
H.£54 ; Q.£27; 12, H.£52; qs, Som) 


MAKER-UP, THE, c.w.3}” % 2”3 

nc. 2 & 3. (p. 359 9) 
MANUFACTURING CLOTHIER, 
c.w.3h” & 2”; nc. 2 & 3. (p. 359) 
TEXTILE WEEKLY, L.Off. 28-30 
Little Russell St WC. 1; Ld. 
Temple Bar 3422. (p. 361) 


SECTION 3. 
DATA FILM PRODUCTIONS 


LTD., 21 Soho Sq W.1; Gerrard 
2826; Terrick Fitzhugh. 
(insert p. 409) 


SECTION 4. 


BURCHMORE, HARRY T. 
VERTISING, 118 Fleet St E.C4; 
City 5158. (insert p. 421) 
DERRICK, PAUL E. ADVER- 
TISING AGENCY LTD. 15 
Whitehall S.W.1; Trafalgar 1332. 
(p. 423) 
GODBOLDS LTD., Tel. No. Chan- 
cery 9671. (p. 425) 
SMITH, GEO. J. & CO. LTD, 
oe (S.B.) Miss M. Killick, 
A.LP.A.; insert H. §S. Lipkin, 
A.LP.A. L. A. C. Lawler, A.LP.A. 
(p. 435) 
STOWE & BOWDEN LTD., 169 
Piccadilly W.1; Hyde Park 9681. 
(p. 435) 
TEMPLE, JAMES, 15 Palrmnyra Sq 
South, Warrington; 2543. 
(insert p. 445) 
WATSON-BROWN ADVERTIS- 
ING LUTD., 81 Hope St Glasgow 
Ca (p. 448) 


AD- 


SECTION 5. 


SPICE PHOTOS, Tel. No. Come 
1368. &p. 591) 
FILM SIGNS LTD., 5 Putney High 
St S.W.15; Putney 9921. ej. 

(insert p. 608) 
JEFFREYS, ANTHONY P. 
(PRINTERS) LTD., 1-3 Smedley St 
S.W.8; Macaulay 6434. deghijk. 

(insert p. 408) 
JEFFREYS, ANTHONY P. 
(PRINTERS) LTD., 1-3 Smedley St 
S.W.8; Macaulay 6434. abedfhjk. 

(insert p. 631) 


© Continued on page 286 
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| LOCAL STOCKIST 
ill — 


Safe Paths to REPORT THAT 


Higher Peaks | ps MUST USE 
lt cannot be said of any EWS 
advertised commodity that its BOLTON EVENING N 


IF YOU EXPECT 


sale is at its highest possible TO SELL YOUR GOODS 
peak if that commodity has not FREELY IN BOLTON 
been brought to the attention of readers AND DISTRICT 
of influential morning newspapers. 21/- 
PER COLUMN INCH A.B.C. DAILY NET SALE 
Belfast News-Letter || “’"™""™™ AR. 
Estd.1737. More than a newspaper—an institution TILLOTSONS NEWSPAPERS LTD. 
ee a, a 50 LUTON. LA NCS. Lo N > ON oT wit 
coin ghia pv cage ie, Rebpart —— Londss Ege *C. hat 


a@ group of nine 


influential newspapers 


A.B.C. NET SALES 


116,371 


Associated Kent Newspapers Ltd. 
LONDON : 30, FLEET ST., E.C4, 


‘ Yes, there’s honey for the 
advertiser in the busy and prosperous West country. Not 
only is agriculture thriving, but a host of light industries, and 
quite a few heavier ones, help to balance the economy in 
this compact region of the country. Though West country 
folk are in the van of industrial progress, they retain much of 
their traditional social insularity. That's why they are such 
great readers of their local papers. Particularly at the week- 


ends, when they like to settle down in comfort and devour 
the paper from end to end. This is your opportunity to 
gather the honey. For in the Wiltshire News, Somerset 


Guardian, andthe Bath Wes Crone and Med you (SIGNS & DISPLAYS 
S.C.L, and the West can’t be covered without them. | LIMITED 
WILTSHIRE NEWS | SILK SCREEN COLOUR PRINTING 
SOMERSET GUARDIAN SIGNS, SIGNWRITING 
BATH WEEKLY CHRONICLE AND HERALD | AND COMPLETE DISPLAYS 
Get full details from 
The Advertisement Manager, 34 Fleet Street, London ECA, Central 2161. te Furnona: coubwicn Teele 


ST _ == RS 5 ong ; 
yy. .o-» =, 
Ge, Busy ae 8 7 ——— | 
7 BEES © we =e _ | 
E IN THE (eye K See 
_ a STUDIOS 


ADVERTISER'S WEEKLY 274 


Giant colour 


sales aids 


By JOHN HERON 


r[HE VARIOUS possible 
applications of photo- 
graphy to exhibition and dis- 
play work, including point-of- 
sale aids in retail shops, have 
not, I believe, been as thor- 
oughly explored and exploited 
in this country as they should 
have been. 

My eye was caught recently by 
a dominant Selfridge window—a 
display for Slumberland mat- 
tresses, as I recall it. Apart from 
a good, well-balanced general dis- 
play of the actual mattresses, the 
entire window was given extra 
sales impact value by a huge 
photographic enlargement, in im- 
pressive frame, of a pretty girl 
convincingly snug on her Slum- 
berland. 


Close quarter viewing 


There are times when giant en- 
largements can have an almost 
oppressive effect—generally when 
they have to be viewed at too 
close quarters. But in this 
Selfridge window, the photograph 
was used at the back of the dis- 
play, and seen from ordinary 
pavement-point, was not oppres- 
sive, but impressive. 

It was, plainly, a giant mono- 

ye tone enlargement which had been 

“ i hand tinted. Is it possible, | 

(- wondered, to get giant enlarge- 

: ments in REAL colour-—i.e., over: 
size direct colourprints ? 

To find out, I went to Cornwall 
gardens where Adolf Morath has 
perhaps the finest Agfa proces- 
sing laboratory in London—per- 
haps in Britain. Morath, a 
perfectionist, has standardised on 
this one colour process, because 
, peaaggetee on experience has taught him that in 

4 n e issue simplification and standardisation 
Photograph of the Month each month ADVERTISER'S lie os royal road to success in 
° Weekty is publishing an any partly mechanical art. Master 


outstanding commercial the tools and the processes, and 

° . photograph chosen by a then you can forget them for 

A ha affair that 1s selection panel comprising good, thereafter to concentrate on 
a nominee of the Institute projecting your own personality 


of British Photographers, into the interpretation of each 
. the Editor of ApveRTISER’S subject. Thus, with the help of 
technically flawless WerkLy and John Heron. } the Agfa organisation, he 
Photographs should be sent equipped a new laboratory with 

wcmiliey be pny A gy 8 the latest available colour proces- 


sing plant—then set out to adapt 
T MAY have been the contrived this treble-printed flight % i the — tat to this new medium his already 


forward questing spirit of of fancy for Alfred Pemberton formidable talent as a black and 


anticipated holiday adventure [*4., who handle B.R.’s publicity. n~ white artist in industrial photo- 
that Geared the * djudicating The whole affair is so happy; the Walter Hiller’s enlarger. graphy. 

, h British Rail- flying suitcase (surely far more Technically, this ambitious shot His chief laboratory colour 
panel to choose a Britis useful than a flying carpet?)... jg flawless. Texture, lighting, technician was trained by Agfa. 
ways picture this month. three models who look as though photographic “ bite”—it is “i and Morath takes great care to 

Walter Hiller (Hiller and Swat- they enjoyed being propped up on there. Aesthetically, what could see that she is kept up-to-date 
ton Studios, Ltd., York Buildings, various blocks, benches and what- be better... with mother even with every technical development, 


Strand, London) is the master have-we prior to finding their 
craftsman who conceived and ultimate seat on a suitcase, in @ Continued on page 276 @ Continued on page 276 
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ohh.3 PLATE 


Time after time, in 
photographic competitions 
of all kinds, you find 
Ilford HP3 leading the 
field. Many of its most 
outstanding successes are 
scored in fashion photo- 
graphy, where a remark- 
able ability for recording 
the subtleties of weave 
and texture is one of its 


most valuable attributes. 


In this striking example 
of photographic window- 
dressing, selected as the 
Advertiser's Weekly 
“Photograph of the 
Month” (No. 2), Noel 
Mayne, A.I.B.P., of 
Baron’s Studios, used 
Ilford HP3 to put 
over the finer points of a 
dollar-drawing nightdress 
by Pool, Lorrimer and 
Tabberer Ltd. of Leicester. 


ees | 


Re 


ILFORD 
Hf af 3 plates and flat films 


ILFORD LIMITED + ILFORD + LONDON 
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MO. 808M 61456 


COLTER & SOUTHEY LTD 
O-@ 1008S COURT CuRSITOR ST Ace 


COLYER « SOUTHEY 


YORKSHIRE 


TIMES 


SERIES. 
A.B.C. 


Jan-June, 1954 


LONDON OFFICE + 134 FLEET STREET 


The 


** FARMERS’ JOURNAL” 


(Official ~— of Ulster Farmers’ 


Union) 


ULSTER's 
leading farmin, ng pub- 
lication for effective 
coverage of che farm- 
ing community of 


MEMBER OF THE 
avolr = SUAEAU 
OF CINCULATIONS 


FOR A NEW SLANT- 


RING~ REL: 3075 


yet CARDS: STRE Awe, 


’ (on ‘sad 


SILK SCREEN ARTS | iw 


97 SHIRLEY ROAD. CROYDON 
ADDISCOmMBE 3147-8 


HIGHEST GRADE 
CLEAN «| SHARP 
RAF TSMANSH 


SPEEDY SERVICE 
\ EXPRESS Z 
DELIVERY 


f 
R. P. GOSSOP LTD. 


@ Artists’ Agents @ 


| 36, CARTER LANE, E.C.4 


CENTRAL 6950 
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e GIANT COLOUR SALES AIDS-—continued 


including “refreshers” at Agfa 
when necessary 

Striking tribute to the success 
of this painstaking specialisation 
is now to be seen in the giant film 
base colour transparencies in 
sizes up to six, seven, or even 
eight feet, and colour prints on 
paper base, of the same size, 
which Morath is turning out for 
various important industrial con- 
cerns. To see these for the first 
time and to appreciate all the 
subtle nuances of true-to-life 
colour is an exciting experience. 

Close examination of these 
giant colour pictures persuades 
me that the days of the airbrush 
tinted monotone enlargement are 
numbered. It is true that a 
genuine colour enlargement—at 
any rate on such a scale as those 
recently exhibited by Morath—is 
expensive. But it is enormously 
effective. On the exhibition stand, 
in the showroom; in waitin 
rooms and other points at whi 
the potential buyer has time and 
inclination to study them, such 
pictures can be most persuasive 
salesmen. One Morath shot 
stands out in the memory—-a pic- 
ture which could not have been 
achieved as a _ hand-coloured 
monotone, as it relies for its 
effectiveness upon wonderful 
depths of clear, transparent 
colour... a film base trans- 
parency in fact some four feet 
square, the subject a single gas 
jet playing upon a glass tube. 
This, superbly rich in deep tones 
of atmospheric blue, creates an 
exciting picture which turns a 
prosaic, everyday little work- 
bench happening into a dramatic 
wonder-filled event. 

Yes, colour is making great 
strides. There is a growing 
awareness of its subtle attention- 
holding power. Advertising 
already owes a great debt to 
colour; many an advertiser's 
balance sheet owes additional 
credit balances to these post-war 
improvements in colour tech- 
nology—-in the studio, the labora- 
tory, the engraver’s bench and on 
the rollers of the printing presses. 
Before long, no major campaign 
will be scheduled without dis- 
criminating use of colour as a 
major factor in sales “persua- 
sion.” 


REDERICK SANDELL of 

the Neville Brown organisa- 
tion has sent me details of the 
most remarkable and in sore 
ways revolutionary professional 
camera that has appeared for 
many years . . . indeed, ever. 
The outstanding advantage of 
this unique camera to the busy 
professional who has occasion to 
require a number of different 
lenses in the course of his work, 
is that with the Bertram camera 


The new Bertram camera which 
is considered “revolutionary” by 
John Heron. 


several necessary compensatory 
adjustments necessitated by the 
change of focal length are auto- 
matically performed by _ the 
insertion of the lens. Therefore, 
lenses of entirely different focal 
lengths can quickly be inter- 
changed irrespective of the 
camera ition—and whether it 
is on tripod or in hand. 


Automatic Operations 


The following automatic oper- 
ations take place on inserting the 
lens of chosen focal length: 

® Connection to rangefinder. 

®@ Adjustment to field of view- 


compensation in 
both optical and _ sports 
viewfinders. 
®@ Introduction of focusing 
scale to right of viewfinder 
eyepiece. 
: new features of this 
camera are indeed revolutionary. 


e PHOTOGRAPH OF THE MONTH —continued 


riding side-saddle? 


There is little enough work of 
this or quality emerging 
in British advertising. The selec- 
tion panel were unanimous in 
their desire to give this brilliant 
shot a final airing, before sum- 
mer (7?) is over, in these pages. 


Among other “ candidates ” for 
the top place which reached the 
short list of finalists was Kraft 
Margarine’s delightful small boy 
(a large head, display-lined “ 
you like it better than butter ”). 

The photograph which, how- 
ever, was placed second in line, 
was a delightful study by Tony 
Cleal of Carlton Studios for a 


London Press Exchange Knight's 
Castile advertisement: L. A. G. 
Willcock is the art director con- 
cerned. 

The general feeling of softly 
diffused light ; the whimsical look 
of the man escorting this delight- 
ful girl-- the placing of her eyes 
in he picture-area . . . these all 
add up to a clean arresting shot, 
beautifully in harmony with the 
meet it advertises. 

Mining Engineering Co., 
Ltd., of Worcester, sent us an 
entry which showed a coal con- 
veyor belt in a shaft deep below 
the earth's surface. It was tech- 
nically something of a four-de- 
force. 
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QIMPLICITY AND impact 
are the two main qualities 
sought for by Karo in any form 
of advertising design. And 
he works to that end in a very 
wide field—including posters, 
packages, point-of-sale mate- 
rial, and record covers 


; { 


it a 


| 


x a 
TA ft 
4 4s 


With this poster, Karo won the 
1951 competition organised by 
the British Holidays and Travel 
Association. The impression of 
freedom is well conveyed. 


Commercial Artists’ Portfolio 


KARO 


Though Polish by birth, Karo 
has lived in this country since 
1946. Here he was trained .. . 
by R. A. Brandt and T. Eckers- 
ley at the Borough Polytechnic. 
Fundamentally valuable though 
that training period was, his own 
view is that “in art, training at 
the best schools can be only an 
introduction to the larger school 
of life, where the real problems 
are to be found.” 


Working from scratch 


He endeavours to approach 
each piece of work he has to 
do with the very minimum of pre- 
conceived ideas; an open and 
flexible mind is the main aim. 
Best of all he likes to work from 
scratch, or with a given slogan 
and from then on the attempt is 
made to evolve a presentation as 
little complicated as _ possible. 


Two lines are not sought where 
one will do. 


Meaning of advertising 

This approach is based upon 
a definite conception of what art 
in advertising should be about. 
In his own words, advertising is 
a “blend of science and psycho- 
logy” and his attitude to the task 
he has to perform is the deduct- 
ing from all the possible ways of 
performing it, “the one which is 
simplest, most direct, and likely 
to appeal to the people at whom 
it will be directed.” 

His work in the field of 
national campaigns embraces 
HP Sauce, National Benzole, 
Truman Beers, Murphy radio, 
Decca, Metropolitan Police and 
British Railways. In the latter 
connection his poster, “Travel is 
the sign of freedom,” which is 


W ed have 


been lost 
without 


him! 


Many a conference, 
meeting to plan 

a piece of printing work 
has been thankful that 
Spicers Paper Consultant 


was there. 


But often it is 


ADVERTISER'S WEEKLY 


reproduced on this page, won the 
1951 competition organised by the 
British olidays and Travel 
Association. 

Writing of Karo’s work, Art 
& Industry has observed that the 
matter to be stated does not be- 
come eclipsed by the treatment 
no matter what the medium he 
is required to design in “be it @ 
double crown poster for a street 
hoarding or a wine list for use at 
a restaurant table.” 


This was a project for a Bertram 
Mills's circus poster. A sense of 
humour is a_ characteristic of 
Karo’s work depicting animals. 
It has also been seen in a poster 
advertising tours to the woo, 


not till the finished job arrives, 
that they realize just how much 


they owe to his guidance. 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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ADVERTISER'S WEEKLY 


Trade opportunities for UK at 
next Copenhagen exhibition 


N°? FOREIGN country has 


* closer economic ties with 
Britain than Denmark, in re- 
turn for whose butter, eggs and 
bacon Britain shipped £74 
million worth of exports in 
1953. 

In recent years, however, Ger- 
many has succeeded in penetrat- 
ing into the Danish post-war 
market, offering disturbing com- 

tition to British products, The 

ritish Exhibition which will be 
held in Copenhagen in the 
autumn of 1955 will therefore be 
of great importance as a weapon 
against this competition, and in 
this connection it might be worth- 
while to take a look back at the 
first post-war exhibition which 
Britain held in Copenhagen in 
1948 and the influence which it 
had on Anglo-Danish trade rela- 
tions and incidentally on adver- 
tising trends. 


Gain for importers 


This exhibition showed what 
could be offered to Denmark by 
an old business friend trying to 
recover from the war. What the 
Danish importers gained from it 
is clearly shown by the British 
export figures, which in 1947 were 
£25 million and in 1949 £493 
million, Quite a remarkable in- 
crease—principally due, of course, 
to Denmark's needs arising after 


the closed market period duri 
the war. The increasing goodwi 
of the Danish public caused by 
the exhibition was, however, un- 
doubtedly a contributing factor. 


Advertising investment 


While advertising for British 
products in 1946-47 was almost 
negligible, the exhibition seems 
to have had a beneficial influence 
in this field, for British exporters 
seemed suddenly to realise that 
the market was worth a reason- 
able advertising investment. Any- 
way, it is a fact that the total 
volume of advertising for British 
goods rose very sharply in 
1947-48 and since then has gone 
steadily upwards, until to-day it is 
running at about six times the 
level of 1946. 

In connection with Germany's 
competition in the Danish market, 
we hear a great deal of the tireless 
activity of German travellers, of 
the long credit térms which Ger- 
man firms have been able to offer, 
and of various advantages which 
Germany is said to possess over 
Britain. 

Let us, for a change, consider 
some of Britain's own enormous 
advantages. First and foremost, 
there is Britain's position as by 
far the biggest market for Danish 
produce, decade after decade ; 
secondly, there is the great fund 
of goodwill which grew up during 


An artist's impression of the gateway to the Tivoli Gardens which 
are planned for the big British Exhibition at Copenhagen. Organisa- 
tion is in the hands of British Overseas Fairs Ltd. 


Advertising and 
selling problems 
in Switzerland ? 


the war ; and thirdly, there is the 
cult of the English language. 

In a country like Denmark, 
although the necessity for speak- 
ing a foreign language is great, 
one must not expect people to 
speak both German and English 
equally well, consequently some 
will concentrate on the one lan- 
guage and some on the other. It 


DENMARK 


is, however, a fact that a larger 
number of Danes are interested 
in and able to speak English than 
German, and this is especially the 
case among the younger people. 
For instance, Danish children 
in advanced secondary schools 
are allowed to select either Eng- 
lish or German as a subject for 
their final examinations, and last 
year 5,648 chose English papers, 
while only 330 did German. At 
the municipal evening courses 
which are conducted in various 
cities there were more than 10 
times as many pupils in the Eng- 
lish as in the German classes. 
At the municipal library i 
Copenhagen the number of 
readers who borrowed books dur- 
ing the year 1952-53 was 25,987 
English - American books, as 


Canadian trade 
directory 


Fraser's Canadian Trade Directory. 
published by Fraser's Trade Directories 
Ltd., Montreal ; 2 volumes, $7.50 


ITH SOME 432 new clas- 
sifications, representing 
products now available in 
Canada for the first time, 
the 1954 edition of this direc- 
tory has just been issued. 
The 6,200 headings list 11,500 
Canadian manufacturers as well 
as all distributors and manufac- 
turers’ agents in this country. 
The directory consists of seven 
sections, and also includes an 
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against 6,889 German. Listeni 
to the BBC—a habit whic 
many Danes have kept up since 
the war—is another influence 
favouring Britain. 

While formerly the Danish 
language received many impulses 
from French and German, prac- 
tically all recent and entirely new 
foreign words have their origin 
in the English (or American) 
language. 

Danish colloquial language 
teems with such words as 
“ week-end,” “handy,” “ right,” 
“all right,” etc., and in many 
fields English and American trade 
expressions are used. As ex- 
amples we can mention the fol- 
lowing: In the clothing industry- 
jeans, cotton coat, jigger, shorts, 
roll-on, nylon, etc.; in the 
food line—cornflakes, grapefruit, 
squash, etc.; in cosmetics—skin 
tonic, shampoo, etc.; in the 
motor trade—scooter, station car, 
gear, etc.; in sports—off-side, 
hurdle, out, knock-out, innings, 
heads, etc. 

It would be difficult to find cor- 
responding new words of German 
origin. 

It has also been maintained 
that to get a product on to the 
Danish market the text of the 

cking must be in Danish, and 
olders and leaflets must also be 
written in Danish. 

It is, of course, always an ad- 
vantage if that course can 
followed, but in some cases it 
can be dispensed with. The 
Danes have a special goodwill for 
Britain and it has in recent 
years become quite a habit to use 
English text even on Danish pro- 
ducts. Thus all Danish cigarette 
packages have English text, and 
in the cosmetic industry English 
worded packages are quite 
normal. 

In a country where so many 
locally made products mas- 
querade as British or American, 
there is no need to show undue 
national reticence when advertis- 
ing good quality British goods 


alphabetical list of Canadian 
manufacturers, 15,000 brand 
names and 10,000 foreign com- 
panies who have resident repre- 
sentatives in Canada. 

The market section lists all 
cities and towns over 1,500 popu- 
lation, and also gives statistics by 
province as well as information 
concerning Canada’s foreign trade 
service. Complete street addresses 
are shown in all listings. Said to 
be the largest and most complete 
buying reference ever published 
in Canada, the growth of this 
directory from 900 pages in 1944 
to 1,640 pages in the current 
edition reflects the expansion of 
Canadian industry in the past 
decade. 


Publicitas is the leading and largest adver 
General information and 

exact estimates are supplied free and 
without obligation to you. 


Write to our fully equipped 
Foreign Department, 


3 Av. 


Lausanne 
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A new and 
valuable service 
for British exporters 


to Denmark. 


Quite a few miles of North Sea water separate Britain 
from its good friend and customer Denmark. Not so 
very many miles—but enough to account for certain 
small but important differences in the way people 
live in the two countries. If you want to sell goods 
in Denmark—and you should not find it too difficult 
a task, for ‘*‘ Made in Britain” has a fine name here 
— it will be as well for you to know something of the 
Danes and their buying habits. 


That is where Berlingske Tidende— Denmark's lead- 
ing newspaper—can be of help. We have had a 
comprehensive analysis prepared by the Danish 
Gallup Institute which tells you not only what we 
are—that is, grouped by sex, age, occupation, 
accommodation and so on—but also how we live 
and what we do. 


This survey contains many valuable hints for anyone 
who is out to get the maximum advantage from his 
sales campaign in Denmark, and if our knowledge 
can. be of help to you, the pleasure will be ours. We 
shall do our best to supply, through the intermediary 
of our British representatives, the fullest possible 
information in whatever particular field may claim 
your special interest. 


As you may know, a great British Exhibition will be 
held in Copenhagen in the autumn of 1955. This 
will provide an outstanding opportunity for making 
direct contact with the Danish consuming public - 
and if you want to build. up and hold their interest 
in any British product you will find that there is no 
newspaper better suited to your purpose than 
Berlingske Tidende. 


—— 
r -_ \ —_s 
Exclusively represented in Great Britain by: a 
a JOSHUA B. POWERS LTD., oad 


14. Cochapur Street, London S.W. | eee! 


ADVERTISER'S WEBKLY 


IN DENMARK YOU NEED ] 


Hjiemmet 


Wherever you go in Denmark you will find 
Hjemmet — the home magazine. You will 
find it in almost every fourth home in the 
country, every week and all the week. 
Hjemmet gives your advertisements a foot- 
hold in the family. Net tile 248,993 weekly. 


AND 


The Magazine of the intelligent, fashion- 
conscious Danish woman of today. Within 
a few years of its first issue Alt for 
damerne has become an established national 
medium with a net circulation of 205,152. 


Exclusively represented in U.K. by 


JOSHUA B. POWERS, LTD. 
14 COCKSPUR STREET, LONDON, 8.W.1 
Tel. : WHitehall 3366 


ADVERTISING IN DENMARK 


POLITIKEN 


DENMARK'S FAMOUS 
NATIONAL DAILY 


London Manager: FRANK L. CRANE 


69 FLEET STREET, €.C.4 CENTRAL 2611/2 


KENNEDY PRESS LTD - 31 KING ST WEST * MANCHESTER 3 
SO TEMPLE CHAMBERS * TEMPLE AVENUE ~ LONDON E.C, 4 
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ADVERTISER'S WEEKLY 


Ad. Man’s 
Bookshelf 


How to be 
efficient 


Efficiency For All, by Herbert N. 
Casson, published by the World’s Work | 
wn Lid., Kingswood, Surrey, price) 
. 6d, 


PPHE SUBTITLE of this | 
volume is “The businets 
man’s manual and salesman’s, 
guide” and it represents a selec-| 
tion from Herbert N. Casson’s 
writings made by William 
Melluish. 

Late editor of the Efficiency 
Magazine, Mr. Casson is re- 
ferred to in the introduction as 
“the man who made Great 
Britain efficiency-conscious .. . 
he was a master salesman.” 

There are no chapters in this 
book, but for convenience and 
reference the items are classified) 
in sections and every one carries | 
the month, year and also the 
page upon which it featured in 
the Efficiency Magazine. Adver-| 
tising men will turn first of all to} 
pages 130 to 136 because that 
chapter is headed “Advertising.” 

Here are three random ex- 
tracts of the Casson wisdom : 


@ “Advertisers should  think| 
more of net profits than of) 
mere publicity.” 

@“Why don’t our Advertising| 
Clubs get a working woman) 
to speak to them now and 
then?” 

@ “Advertising should be as 
much like news as possible. 
Why? Because people are 
news-mad. The news in-| 
terests everybody. 


“People are more interested in| 
ople than in goods, They want 
uman interest. An advertising| 
department can make its work 
twice as useful if it will remember 
this.” 
There is one other long extract | 
which caught the eye and held) 
the attention. We give here five! 
of the seven paragraphs: 
“Advertising men have to put) 
up with a lot of discourtesy,| 
and worse, from novelists, play-| 
wrights and professional men, 
“Perhaps the meanest thing 
that is said is that advertising 
men do not tell the truth. 
“Now, I will venture to say 
that the standard of veracity is 
higher in the advertising pro- 
fession than in any other... . 
“If an average advertisement | 
and an average sermon were 
submitted to an impartial judge, 
which of the two would be) 
found to be the most truthful. 
At a guess, | would say:—'Not 
the sermon.’ 
“So there ought to be an end 
to the cheap gibes against the) 


reliability of advertisements. 


Those who live in glass houses 

should not throw stones.” 

That item was written by 
Casson in June, 1939. 
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The Bracknell 


Press 
Bracknell, Berkshire 
Telephone: Bracknell 161 

LETTERPRESS PRINTERS 
AND LITHOGRAPHERS 
MODERN EQUIPMENT 

LONG RUNS A SPECIALITY 

PROMPT SERVICE 


VAN DELIVERY LONDON 
AND HOME COUNTIES 


MAY WE QUOTE YOU FOR 


 KAYEBON PRESS LIMITED 
i PRINCESS HOUSE, : 
185 PRINCESS ST 

MANCHESTER 1 


THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


FOLDERS & LEAFLETS 
The Cable Printing & Publishing 


@ DOUGHTY 5T., W.c.!. HOLT” 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


SHOWCARDS ° 


POSTERS 


WINDOW BILLS + CUT-OUTS ek 
LICENSED DAY -CLO PRINTERS 


woses & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.1 
GE 6474 tt over 40 youn 


Sign, Display and Outdoor 3 
Publicity Contractors 


Maltiple Displey Units 
FROST & WARD 


17 Chiltern Street, London, W.! 
Telephone: WEL 3563 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


im HOUSE 1% CLYOE ST GLASCOW 
OVeREN GL.AsCOW 


crry amers 


SHOWCARDS : POSTERS 
CUT-OUTS - DISPLAYS 


SILK 
SCREEN PRINTING 
Lorge or sinoll quantities 


on any materie/ 


Olley & Rowley 
Limited 
% The Big Name 


in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO” transfers 


Sereen Process Printi ‘echnical! 
ome yee Te tse. & DP. 
Award 1952-1953. let Award. 


Nerwood Buildings, Hatherley 
Read, Walthamstow, £E.17 
Telepbone LARksweed 8701 


ADVANCE 
een 


RD 8236 


——=» SHOWCARDS = 


<a SCREEN PRIN TING = 
= weKeK ES 
S 3-STAR SERVICE = 


— QUALITY: SPEED-towCosT = 


149, WARDOUR STREET, LONDON.W! 


R. FOSTER & CO. 
(Display) Ltd. 
STILL ANOTHER EXTENSION | ! 


In order to cope more efficiently 
with the ever-increasing 
upor our services for... 


POINT-of-SALE | 
PAINT TRANSFERS! 


we have acquired an additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and staffed and as an 
addition to our present commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluently and economically than 
in the past 


R. FOSTER & CO. 
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SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 


1M Wellington Road, South, 
Stockport. Tel. STO 3375 


display 
lettering 


ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 


© CONVEX LTD. 
CUT-OUT, EMBOSSED 

COLOURED, SILK SCREENED 
CELLULOID PRINHNG 


41 BRECKNOCK ROAD, N.7. 
PHONE GUL. 4877-2848 


transparencies and Color Prints 
S. MOORE & CO. | Pic or witable for addi 
Specialists in typeface lettering. Wood ane 
letters cut to designers’ requirements. 8 BREAMS eh ieiies 
35, Goodge Street, London, W.1 E.C.4 
Tel.: LAN 4034 CHAacery 3416 


of our Studios and 


of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


IVA ZANT I ANC ONL) 


Berw 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 


Photographic 


D . ANY 
rints| size 
Write or Phone | QUANTITY 


€ LILYWHITE LTD. 
Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W./ 
Phone: WELbeck 0938-9 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


Specialists 
Color Photography © hed to 
Advertisi rate es a RS Point -_ 


COLOR Upeany 


Includes Studio and Location 
Glamour shots, both in 5 x 4 


LONDON ART SERVICE 


PHOTOCARAPHIC) LTO 
Kets 

COMMERCIAL‘ ADVERTISING 

PHOTOGRAPHERS 


AC.K.WARE service includes 
an extensive library of Colour 


and Monochrome pictures 


A.CK.WARE (Ahostpaase) LTD, 
28a Basinghall St..London, £.6.2 
aT repetiion 0836-7 


ADVERTISER'S WEBKLY 


LEGAL AND GAZETTE 


Tax problem on 
frames for ads 


Wooden frames for 
were shown to Mr. 
the ms Bench 
i the hearing of an action in whith 

J. Webster, Lid., of St. Matthew's 
Row, Bethnal Green, E., sued the Com- 
missioners of Customs and Excise, claim- 
ing a declaration that frames for the 
supply of which they had been inyited 
by the L.C.C. to tender were not 
to purchase tax 


R. T. Monier Williams, for the com- 
pany, said that manufactured 
wooden frames for display and advertise 
ing purposes. ir case was that as the 
frames which the L.C.C 
not intended for d 


hase tax was not payable on them. 
frames were to be used to exhibit 
drawings or pictures by student at the 
School of Arts and Crafts, and it was 
pr that the letters Loc.” 
should be stamped on the front of the 
frames. The rate of purchase tax was 
25 per cent. The company's tender was 


| mot accepted by the Council 


| sioners, contended that the 


J. P. Ashworth, for the Commis- 
court could 
not grant the declaration for which the 
aucune asked. 


* L appreciate,"’ he said, ** that traders 
want to know what the answer is, but I 
submit that on the facts in this case 
there is no remedy available. Tax is 
payable on delivery of the goods.” 


Mr. Monier Williams said it was no 
use waiting until goods were delivered 


| Traders wanted to know whether tax 


was payable and must be included in «a 
tender. 


Do judgment, Mr. Justice Sellers 
: “Tt may be unsatisfactory that 
= is no convenient procedure whereby 
a trader can ascertain beforehand what 
the position is in regard to tax, but that 
seems to be the situation which confronts 
every citizen when he has to — 
his course of action within the la 


His Lordship doubted are oo the 
intiffs would have obtained a —a 
‘or the frames if they could have sw 


7 free of tax by stamping the age 


Cc.c.”" on m the writ 
was issued in November, 1953, there 
was no contract, and therefore the case 
came before the court solely for a 
declaration as to what the tion was, 
so as to guide the plaintifls in making 
tenders in future. If there had been « 


PHONE CiTy 3946 
CAMPBELLS PRESS STUDIO LTD. 
COMMERCIAL 

PHOTOGRAPHY 
57 ST. PAUL'S CHURCHYARD, E.C.4 


TODOR AAT AGENCY LID 


representing 
FREE LANCE ARTISTS 


| PURMIVAL STREET, LOWDON, £.6.4 
WOLborn 864) CHAncery 3508 


Publicity World Service 


HUN ter 0785 


79/81 WIGMORE STREET, WJ 


@ Continued on page 282 


might have been 
different. 


“1 have come to the conclusion that 
there is no sufficient basis for a declara- 
tory judgment. 1 must sceede to the 
submission by counsel for the Commis- 
sioners, and hold that the court is not, 
on the facts of this case, in a position 
to make a declaration, and cannot con- 
sider whether these frames are — to 
tax. There “ae be ore for the 
rs," Lorghip. 


CHANGES OF ADDRESS 


Watson-Brown Advertising Lid., to 81 
Hope Street, Glasgow, C.2. 
R. C. Liebman, lic relations and 
a arte, to 178 Fleet Street, London, 
cA 


Publicity World Service, to 79/81 
Wigmore Street, London 
House, 4 Dunraven Street, Park Lane, 
London. 

Barry Cooke Advertising Lid., to 
Regal Chambers, Ferensway, Hull. 

John Pinder-Wiison and 


25 Caxton Street, London, 5.W.1 

The David Preston Design Group Led. 
and Artists, to 5 Stratford 
Place, W.1. 


Lomax, Erskine and Co., Lid., ait. 
lishers of Civil Engineering and Public 
Works Review, and associated company, 
Timber News, Lid., to § Buckingham 
Street, Strand, London, W.C.2. 

Soffe Bros. Lid., w 3-5 Station Road, 
Watford. 

 *- 
nwt 


Taylor 5 gg 9 a 
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ADVERTISER'S WERBKLY 


SHOWCARDS, POSTERS 
SILK SCREEN PROCESS 


PHONE CAN 3208 


BRYANT & KNOWLSON LTD. 
ISLINGTON, LONDON, N.1 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


BERTA STUDIOS LTD. 
27 Heddon Street, W.1. MAY 3449 


THE VERY LATEST IN 
ANIMATED SHOWCARDS 
(Electricity not Required) 

Ring or Write for 
Further Details 
Ss oe 


3-D DISPLAY TREATMENT 
A SPECIALITY 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


Pioneers of Display 


J WATSON nom ir5 


DISPLAY 
yy 
PLA sueennes 
& METAL 4363 ured 


oe | 


BASSEIN HOUSE 

BASSEIN PARK RO. 

LONDON -W-I2 
PHONE 


COOK’ 
DISPLAY 
PRODUCTIONS 
LIMITED 
Exhibition Contractors 
Display Producers 
Sign Manufacturers 


Outdoor Publicity 
Contractors 


Designers 
Giant Photo Reproductions 
in or Black and 
White 
124 LADBROKE GROVE, W.10 
Telephone : PARK 8652-3-4 
and at: 17 Rue Joseph-de- 
; Maistre, Paris, 18 


r Vectis Works, Church Path, Acton, W.4 ™ 


® CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


| 9. FLEET ROAD, HAMPSTEAD. N.W.3. GuL 3318 


WHEN YOUR SALES 
NEED A LIFT— 
THINK OF CRANE’S. 


CRANE AUTOMATIC CO., LTD., 
Mokers of Advertising Equipment, 
Hong Kong Works, Exhibition Grounds 

. Wembley 7733/7734 


and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 
ANGLO FANCY PRODUCTS LTO 


EEE Beietes 


, ’ 
Telephone: MAI 0867 (3 lines) 


PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
41 BRECKNOCK ROAD, N.7 

PHONE: GUL. 4877-2848 


GOLD BLOCKING 
on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 


PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, $.E.3 


ity 


Hutchinson's 


TWENTIETH 
CENTURY 
ENCYCLOPAEDIA 
a constant source 
of knowledge 
1,000 illus. 30s. 


badges 


for your adverusirg 

campaigns, your répre- 

sentatives, your con- 

ference delegates’ long service awards and 
numerous other functions and occasions— 
then get in touch with US, the badge experts. 
he minimum quantity we will undertake is 
ONE badge—there is no maximum. 

Samples and Prices sent on request 


Chine Rooew 


AND SON LIMITED 
55 HATTON GARDEN, LONDON, E.C./ 
Pws Tel.: HOL 0139 


TS LTD. 
JOHNS, SON & WAT 
24 ErwonT $T.,LONOOH, e2 


mONerch 708 (chree } 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


&. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.1 
CAN 2461 
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DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


. 


Talks planned on new 
media organisation 


ONE of the long-range 


results of this year’s Irish 
Advertising Conference in Gal- 
way is likely to be the creation 
of an organisation to promote 
interest in the use of “other 
media”’—-media complementary 
to, or in competition with, press 
advertising. 

Informal talks have taken place 
since the Galway Conference, 
where the question first arose, 
and a meeting of representatives 
of organisations concerned will 
probably be convened after the 
summer holiday period. 


TOURIST AD PLANS 


DESPITE the heavy adver- 
tising campaign by Fogra Failte 
(Irish National Tourist Organisa- 
tion), Coras lompair Eireann 
(Transport Company of Ireland) 
and others interested in the 
tourist industry in Ireland it is 
generally considered that the 
total volume of business this year 
will be below that of the past 
few years. 

The full impact of Irish tourist 
advertising has probably not yet 
been felt as it is only within a 
comparatively short period that 
any substantial funds have been 
made available for the purpose. 

There has been some talk in 
official circles of “marrying” the 
two tourist bodies, Fogra Failte 
and An Bord Failte (which is 
responsible for the development 
of tourist amenities within the 
country), as one of the economy 
measures to be instituted by the 
new Government. 

While national economies are 
certainly desirable, any move to 
reduce the advertising allocation 
for the tourist industry would be 
regrettable and misguided at a 
time when competition for the 
tourist dollar (and pound) is so 
keen. 

Coras lompair Eireann appar- 
ently does not contemplate any 
cut-back in its pursuit of tourists 
and is reportedly considering in- 
creasing its office representation 
in London. 


IN THE SENATE 


THE recent elections to the 
Senate have brought a man 


closely associated with one of 
Ireland's leading periodicals, The 
Standard, to the chairmanship of 
the Upper House. He is Senator 
Patrick F. 


Baxter, chairman of 


The Standard’s board of direc- 
tors. 

Another advertising interest in 
the new Senate is the re-election 
of Senator Frank Hugh 
O'Donnell, a member of the Pub- 
licity Club of Ireland Council. 

Another member of the Coun- 
cil (Alderman Peadar S. Doyle, 
of Dollards Printinghouse Ltd.) 
is a member of the Dail and has 
just been elected chairman of the 
Dublin Board of Public Assis- 
tance; at the present time he is 
on holiday in Switzerland. 


ABS ACTIVE SOON 


Two of the young organisa- 
tions concerned with publicity 
will be settling down to serious 
work this autumn. 

The Advertising Benevolent 
Society, which was formed early 
this year, has now completed all 
the necessary legal preliminaries 
for its establishment and is await- 
ing the formal approval of the 
Registrar of Friendly Societies. 

The Irish Institute of Public 
Relations, which has E. A. 
Lawler (Electricity Supply Board) 
as its first chairman, is to start 
a membership drive in the near 
future. One of the Institute's 
founder-members, Leslie A. Luke 
(McConnell’s Advertising Ser- 
vice), has taken over the role of 
chairman in Radio Eireann’s 
weekly “Press Conference” pro- 
gramme. 


| 
A “DRINK MORE MILK” 


campaign is to be instituted 
by Irish milk producers in the 
near future... . L. C. Blenner- 
hassett, London manager of In- 
dependent Newepapers Ltd., is 
on holiday in Dublin... . 
McConnell’s London office will 
take care of layout and the com- 
mercial side of the Irish Club’s 
magazine Irish Circular, due in 
October. . . . Peter D. Rackow 
(Cinema and General Publicity 
Ltd.), recovering from a fractured 
foot sustained on holiday in 
Bayonne. . . . Compere-comedian 
Joe Linnane took over as disc 
jockey on the Birds sponsored 
show (O’Kennedy-Brindley) from 
Radio Eireann, July 27... 
George Campbell, PRO for 
Ferguson's Tractors in Ireland, 
has been elected an associate of 
the Royal Hibernian Academy. 
. . . The Advertising-Press Club 
is planning its annual outing for 
Sunday, August 15 


ADVERTISER'S WEEKLY 


the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


London Office: 59, Fleet S&., B.C4 


McLonnells 
mean business 


IN DUBLIN 
Publicity House, Pearse St. 
IN LONDON 
St. Stephen's House, 
Westminster 
IN COLWYN BAY 
25 Prince's Drive 


IN DERBY 
24 The Strand 
IN NEWCASTLE 


126 High Street, 
Easington Lane 


————— 


PADDINGTON 
ADVERTISING 


COMPANY 


New woys of Saying . 


THE THINGS 
1 DO FOR 


ADVERTISERS 


During recent weeks |—a hater of 
cats (because they invade my 
garden), an uniover of liquor and 
& social hermit—have created and 
sold original Advertising Presenta- 
tions for a cat food, an aperitif, « 
holiday camp and a Londen ‘niterie’ 


“Bw ot. i 
New ways of Showing: 


New ways of SELLING | 
BARRINGTON = aed WIGMORE ST. 


e@ Most of the really good 
enlargements are made by 


AIUTOTYPE #4 cure 


The Autotype (Co. Led., Brownlow Rd. 
Ealing 2691 


London, W.13 


PLANNED 
PACKAGING 
WILLIAM W. CLELAND LTD, 


PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C.2 HOLborn 2521 
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ADVERTISER'S WEEKLY 


TELLING SWEDEN 
ABOUT BRITISH 
ADVERTISING 


Two young Swedish advertising 
men have just completed a month in 
this country studying British adver- 
tising. They are Carlt-Olof Laurens, 
an account executive with Herssons 
Annonsbyra, Stockholm, and Géran 
Digmar of Linberg and Neuman, a 
market research and sales organisa- 
tion of Stockholm. 

They decided to visit Britain after 
completing a year's course at the 
Institute of Advanced Advertising 
Education which was recently 
formed in Stockholm. 

In four weeks each has had some 
30 appointments with leading figures 
in British advertising. They have 
studied advertising in four big 
agencies, visited three major news 
paper groups, the advertising depart- 

ments of two large national adver- 
tisers and the A. C. Nielsen market 
research organisation at Oxford. 

But the highspot of their visit was 
when they made two 10-minute 
recordings of their impressions of 
British advértising. These will be 
broadcast over a Swedish network in 
September. 

r. Laurens told me that t 
were particularly impressed wit 
transportation advertising over here. 
It was done only on a comparatively 
small scale in Stockholm 

They were also interested in the 
diflerent and more complex 
approach to launching a new pro- 
duct in this country. “Market 
research plays a far more important 
part in Britain than it does in our 
country,” he explained. 


A copywriter in the limelight 


a? 


ie 
p 


As winner of the crossword 
puzzle in the “ Milhado Minutes,” 
three-monthly journal of the 
Mithado organisation, F. G. Sea- 
brook, space buyer of John 
Haddon & Co., Lid., went to 
France and Holland. In the town 
of Volendam, he could not resist 
being photographed in Dutch 
national costume. 


| Every night when he leaves the 
J. Walter ompson Co., " 
where he is employed as a junior 
| copywriter, 23-year-old Peter Town 
send heads for the Saville Theatre. 
There he applies greasepaint and 
steps on to the stage as one of 
London's most promising young 
comedians in the Cecil Landeau 
revue “Cockles and Champagne.” 

Peter's first taste for the stage was 
acquired at Cambridge while he 
was studying modern languages. He 
appeared in the university's famous 
Footlights Revue. 

His first West End appearance re- 
sulted in several encouraging press 
reviews. Said The Times: “The most 
amusing of all the new items is that 
in which Mr. Peter Townsend 
silently wrestles with a large news- 
paper while burdened with a bowler 

t, an umbrella, a small parcel and 

ir of spectacles.” 
he Daily Mirror put it more 
bluntly. “ ‘His silent study of a 
+4 gent going quietly tor made 

choke with laughter,” ir re- 
‘ener wrote. 


But Peter's No. 1 job is still ad- 
vertising. “After ‘Cockles and 
Champagne’ I shall probably branch 
out to cabaret. It will allow more 
time for my serious work,” he ex- 
plained to me. 

At present he leaves home at 
9 am. and doesn’t return until 


* ADVERTISING MANAGER’S CORNER j 


Point-of-Sailoring 


You don’t need to be a member of the R.Y.S. to know 
that when a competitor takes the wind out of your 
sales you’re on the wrong tack. So before you land 
on the rocks, why not heave to and ask yourself if it 
wouldn’t be wiser to let Harris take over the helm and 
steer you out of trouble? Their nautical experience 
may be nil, and they may not be able to tell a reef from 
a reef knot, but they’ve never yet been sunk for the 
kind of brilliant ideas that make plain sailing of 


point-of-sale problems. 


distinctive showeards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, w.! 
Tel,; REGent, 3295/6/7 


| with you. 


11.30 p.m. 


Advertising as 
an investment 


NOTABLE American in town this 
week is C. M. Adams who is in 
charge of export advertising 
throughout the world for the vast 
Caterpillar Tractor Co. of the 
United States. Mr. Adams invited 
advertisement managers of all the 
important technical publications in 
this country, and from one or two 
newspapers, to lunch at the Waldorf 
Hotel. 

His company spent $4 million 
in advertising last year. “We 
believe in advertising as an invest- 
ment in the future, not as an expen- 
diture,”” he said. 

But if any advertisement mana 

there thought here was a man = wf 
| would be easy to sell space he came 

in for a rude awakening. A moment 
later Mr. Adams was telling them in 
the blunt terms that Americans use 
when they are really getting down 
to business: 

“We want to know all about your 
publications. We want to know the 
circulation, the break down market 
by market, reader by reader. If 
we don't get that we don’t advertise 

You have nothing to sell 
but your readership.” 

He went on to explain: “If a cus- 
tomer comes to buy one of our 
caterpillar shovels he wants to know 
what it will do. If we refuse to tell 
him and simply say ‘Well it is used 
4 some very good people’ we won't 


oot he lunch, organised by John 


Poulton, man aging director of John 
Benington Lt who handle the 
British interests over 
was a stimulating affair 


company’s 
here, 
indeed. 


SINCERITY IN 
ACTION—OR 
NABS AT WORK 


"THEY ‘included nationally known 
figures and leaders of organised 
advertising ; agency and advertise- 
ment directors and managers ; out- 
door advertising chiefs ; women as 
well as men. A formal, humourless 
annual general meeting seemed in 
prospect, and would so often have 
been the actuality. 

But not on this occasion. For 
this was the NABS agm. Those 
who dispense humanity so zealously 
and well must perforce be human 
too. Sincere, yes ; but not strait- 
laced nor pedantic. Here were men 
and women reporting on, and 
planning, good work, and doing it 
with enthusiasm. 

Clarkson listing the 
achievements of the outgoing _— 
dent, Sir Miles Thomas, coul 
resist the ee touch of referring 
to the hon. colonelcy which Sir 
Miles has in his own regiment; 
Hubert Ow presenting the 
accounts, quoted an example of a 
recipient who returned the money 
when times became good again ; 
“Joe” Beable pretended that all his 
life the woman had been the boss 
but was glad to admit that it was 
really so when he served under the 
chairman of council Mrs. Pearce ; 
and Miss Fielding claimed a 
woman's prerogative “the last word” 
but lost it to Norman Moore who 
considered that as the new president 
he must exert his authority right 
from the start. 

A good beginning to the NABS 
new year. In these hands advertis- 
ing’s own charity is safe indeed. 


. * * 


"THOUGH be is still only 59 
Sidney Rogerson, who is relinquish- 
ing his appointment as publicity 
adviser to the Army Council on 
August 31 may well claim to be 
doyen of publicity men. He was 
appointed to his Army job in April, 
1952, for a term of 18 months-two 
years, afterwards extended at the 
request of the War Office to three 
years. Mr. Rogerson, however, 
asked to be allowed to go before 
this full term was up in April, 1955. 
He has been at the War Office for 
24 years. 

As he would be due for retire- 
ment from LC.I. in December, 
1956, he felt it would be impractical 
to return for only two years to his 
old post of publicity controller to 
that Company. LC.I. have, there- 
fore, very generously allowed him 
to retire on pension at the end of 
the current year. 

M-. Rogerson hopes to continue 
work as an independent consultant. 


CONTACT 


WEEK'S WISECRACK 


~ 


“ Amend our ad for a new 
copywriter to read, ‘Good 
material for novel.’” 
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ADVERTISER'S WEEKLY 


FOREST CREATURES FLEE in terror from the holocaust of fire. A hundred miles away towns 
taste the burning, the sun is overcast, smoke constricts the throat. Fire, which brings blackened 
desolation, could starve the world of newsprint. Over the 7,000,000 acres of Bowaters’ 

timber limits in the Canadian Province of Newfoundland such fire is guarded against by endless 
vigilance, war is constantly waged against pests and parasites, afforestation is carefully 

planned. This is the Bowater guarantee for never-ending supplies of pulpwood for their 

mills at Corner Brook, one of the largest integrated pulp and paper mills in the world. 


From the mills of the Bowater Organisation in 
Europe and North America comes newsprint in a 
never-ending stream for the newspapers and journals 


of the world; other printing papers for magazines B W t 

and reviews that carry colour and interest into O a er S 
countless lives ; paper for the protection of food and 

for packages of almost infinite versatility. 


=Z = THE BOWATER PAPER CORPORATION LIMITED 


Great Britain United States of America Canada Australia South Afgica Republic of Ireland Norway Sweden 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


Scots papers told 
of competition plan 


Two hundred weekly news- 
papers in Scotland, in addition to 
500 in England and Wales, have 
now been invited to participate 
in co-operative competitions, 
states Joseph Pendlebury, editor 
and director of the Bolton Stan- 
dard, who is acting as secretary 
to the organising committee. 


* * * 


Lord Woolton, Minister of 
materials, contributes a message to 
the 2,000th issue of Shoe and 
Leather News. Over 220 advertisers 
have taken space in the issue which 
has 206 pages. 

Many messages of menependetion 
from the trade are published. A 
leading article comments: “From a 
courageous new venture, launched 
under far from favourable condi- 
tions in the middle of World War 
I, it has won for itself a position of 
leadership in its own field, and 

neral recognition as one of the 

known of British trade journals 

. The News, in the future, as in 

the ‘past, will spare no effort to play 
a worthy part in the industry's pro- 


gress 
* * * 


The Rugby Leaguer makes its 
reappearance to-da (Thursday) 
for the new Rugby League season. 
This is the sixth successive season 
the paper has been published. Day 
of publication has been altered from 
Friday to Thursday. 


An Irish magazine for philatelists, 
Green 1S.LE Philately, is an- 
nounced for publication _ this 
| eng ye It will be published from 
Laoghaire, Co. Dublin. 


»” a * 

Scottish Home and Country, 
which has an ABC figure of 18,587 
for the first Malf of this year, has 
just completed 30 years of unbroken 
ublication. It is run by the pub- 
ications committee of the Scottish 
Women's Rural Institutes. Adver- 
tisements now average about 14 
pages in a 36-40 page magazine. 

* * ~ 

In connection with the National 
Radio Show (August 25-September 
4) the monthly Wireless World is to 
publish a preview on August 23 and 
a review on September 27. The 
weekly Wireless and Electrical 
Trader will produce an “Advance 
Show News” number on August ~ 
a show report on August a 
a review on September 4. 


* * * 


_ Vogue Ex Book is to change 
its policy in 1955. Two trade 
numbers will be published, in place 
of the six previously issued, together 
with four consumer supplements. 
These supplements will be cancen- 
trated on the most profitable 
markets, two going to Australia and 
one each to South Africa and 
Rhodesia, and to New Zealand 
respectively. The new trade issues 
will be known as Vogue Export— 
British Trade Edition, The con- 
sumer supplements will be pub- 
lished under the title of Vogue— 
Supplement for Australia, etc. 


Those who know 
best about 
advertising 


.'s oxay 
Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. it 


85 FENCHURCH STREET LONDON ECS3 Tel: ROYa! 7141 | 


* Specialists in Print by Photo-Litho-Offset | 


This is the cover A s new ae” quarcerly 
magazine The unehed 
by Hart Potuicelont et of Leicester. 
First issue has 22 pages plus cover. 


@ Continued from page 272 


‘AD ANNUAL’ 
AMENDMENTS 


RIPLEY, LEONARD & CO. LTD., 
350/362 Kennington Lne S.E.11; 
Reliance 3173; & Hampton Hill 
abd. (insert p. 634) 
RIPLEY, LEONARD & CO. LTD. 
165 High St Hampton Hill; Molesey 
3517; & London abd. 

(insert p. 643) 
ASSOCIATION OF RESORT 
PUBLICITY OFFICERS. Chmn. 
W. H. Dyer (Hastings). (p. 687) 


SECTION 6. 


FENNER, J. H. & CO. LTD., J. A. 
Kennington (M) (p. 761) 


SECTION 7. 


MAYES, DENNIS W. LTD, 69 
Fleet St E.C.4; Central 4447, are 
London Representatives for :— 
CANADIAN HOME JOURNAL, 
c.1.124”"; P.$2550. (p. 817) 
SATURDAY NIGHT, c.1.140 lines; 
nc. 3. (p. 817) 
CANADIAN BAKER. (p. 819) 
CANADIAN CIGAR & TOBACCO 
JOURNAL. (p. 819) 
CHEMISTRY IN CANADA. 

(p. 821) 
FOOD IN CANADA. (p. 823) 
MANUFACTURING & INDUS- 
TRIAL ENGINEERING. (p. 824) 
MOTOR MAGAZINE,  P.$275; 
§.D3 Bos. hi 12,$210; 


JEWEL LER. (p. 
JOURNAL OF THE CANADIAN 
DENTAL ASSOCIATION. (p. 827) 
FARMERS’ MAGAZINE. Pp. 829) 
TURNER, COLIN (LONDON) 
LTD., 122 Shaftesbury Ave W.1; 
Gerrard 7459 are London Repre- 
sentatives for :— 
BOATING. (p. 817) 
CANADA LUMBERMAN. (p. 819) 
CANADIAN wooDw row 
(p. 821) 
ELECTRICAL NEWS & ENGIN. 
EERING. p. 821) 
ENGINEERING & CONTRACT 
RECORD. 21) 
FURNITURE & FURNISHINGS. 
) 
GROCERS MAGAZINE. (p. 823) 
HARDWARE & wee 
(p. 8 
MACLEAN BUILDING CATA- 
LOGUE. (p 824) 
MACLEAN aS RE- 
PORTER 824) 
RADIO TV. APPLIANCE TRADE 
BUILDER. 825) 
SHOE & LEATHER JOURNAL. 
(p. 
CANADIAN & WORLD TRAVEL. 
(p. 826) 


map showing the main towns and 
the advertising coverage provided 
by the company. 

* * * 


Following the success of their 
Manchester Exhibition last March, 
the Overall Manufacturers’ Associa- 
tion is to hold another and larger 
exhibition—also in Manchester—in 
March, 1956. 

* * o 


West Bromwich highways com- 
mittee recommend renewal of their 
agreement with White and Carter 
Ltd. for advertising rights on litter 
bins in the town for a further three 
years. 

7 * 


The second World Travel Exhibi- 
tion will be held at the Corn 
Exchange Vr" next April. 
There will be a daily programme 
of travel filme 


Members listed 


The Institute of Incorporated 
Practitioners in Advertising is pro- 
ducing a new membership list which 
will be circulated to all members. 


+ * * 


The Royal Sanitary Institute is to 
republish its year book, which, in 
future, will be known as the Insti- 
tute’s Calendar. 


* * * 


Jenolite Lid., have published a 
sixteen page leaflet devoted, pic- 
torially and editorially, to the 
problems of rust in connection with 
the shipping industry. 


* * * 


Over 8,500 samples are on show 
at an exhibition of samples from 
overseas which opens to-day (Thurs- 
day) at the colour design and style 
centre of the Cotton Board in Man- 
chester. 


Drink more... . 


A new crowner for Benger’s Food 
ties up with the Milk rketin, 
Board campaign. It reads, “ You’ 
feel a lot better if you drink more 
milk—it goes down best with 
Benger's, the self-digested food.” 
The crowner is in the Milk Market- 
ing Board colours of blue, black, 
and white. 


* * * 


Two documentary films, “The 
Papermakers,” sponsored by Tullis 
Russell and Co., Ltd., and “ Crafts- 
man Welders,” "sponsored by Bab- 
cock and Wilcox Lid., were shown 
to 70 members of the paper trade 
last Thursday. The show was 
organised jointly by the two com- 
panies. 

* * * 

Leslie Henson opened an Even- 
ing Chronicle (Manchester) show 
house at East Downs Road, 
Moseley Estate, Cheadle Road, 
Cheadle Hulme, last week. 


* * 7 


The News Chronicle fifth Sta 
and Radio Garden Party was he 
in Stanley Park, Blackpool, last 
week. It is believed to be the 
largest garden party of its kind in 
the world. The first four garden 
parties attracted more than 80,000 
people and £7,000 went to charity. 
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GUARANTEED CIRCULATION 
OVER 7.000 


FUEL EFFICIENCY 


incorporating MONTHLY 
FUEL ECONOMIST 


FUEL 
EFFICIENCY 
Readership... 


covers industrial and 


commercial firms which 


together consume over 
80% of the fuel used 


in Great Britain, 


Leading 

Firms already 
Advertising in 
FUEL EFFICIENCY 


a THERMOSTAT CO. 
THE we ASBESTOS COY., 


ELLIOTT BROTHERS 
(LONDON) LTD. 

ESSO PETROLEUM CO. LTD. 

FIBREGLASS LTD. 

GULF RADIATORS LTD, 

PARKINSON & COWAN GAS 
METERS 

RADIATION /.TD, 

SHELL MEX & B.P, LTD, 
(FUEL OIL) 

SIDNEY FLAVEL & CO, LTD. 

STILLITE PRODUCTS LTD. 

THE GAS COUNCIL 

THE — CRUCIBLE CO. 


“Ficie 
Sillfiljey h, 1943”. News 


Walks, 7 WPlemen OM by grble 


Annual 
Subscription 
30/- 


Send for Specimen Copy and 
| = 
nen ee gine 


ARROW PRESS LTD__ ssinoox Rivest 


2308 Industrial Finishing 
157 HAGDEN LANE, WATFORD, HERTS. Ceramics 
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Ninety branches 
launch Express 
new cheese 


“Express” creamed cottage cheese 
has been launched by the Express 
Dairy Co. At the moment, 90 of 
their branches are being used as 
retail outlets, National distribution 
and advertising will follow, with a 
large-scale campaign, when sufficient 
information has been gathered, 


At present, the branches stockin 
the cheese aré displaying posters an 
window stickers, and vosins booklets 
are being iven to purchasers. 
Agents for the Express Dairy Co. 
are C, Mitehell & Co., who are pre- 
paring most of the display material 
for the new cheese. 


Osborne-Peacock reinstated by 
Innoxa: Two new campaigns 


Innoxa Lid. have announced 


that Osborne-Peacock Ltd. have been 


reinstated as agents for the full range of their products. This means that 
the future advertising for Innoxa’s Barrier Cream will now be placed by 


Osborne-Peacock Ltd. 


A campaign for the cream breaks 
shortly, Large spaces in women’s 
magazines will be used. 


Another new campaign which 
Osborne-Peacock, Lid., are handling 
for Innoxa, Lid., is one for their 
new range called Paris Mist, a trio 
of beauty preparations consisting of 
a perfume, talcum powder and 
beauty soap. They are packaged in 


a colour scheme of “misty” blue 
with silver stars. 

Distribution to the compen 
stockists started on July ref 
coffrets are to be released 

The advertising will appear in the 
women’s magazines in the pre- 
Christmas period. Some full pages 
have been booked, accompanied by 
other large spaces. All will be in 
black and white. 


Featured on this window bill for the Radio Show this year are Pat Kirk- 


wood, Terry-Thomas, Peter 
Attenborough, 


the press advertising. 


rough and Archie Andrews, 
They will be pictured on the posters for the Show and in 
Agents are Rumble, Crowther & Nicholas Ltd., 


and Richard 


acting for the public relations committee of the Radio Industry Council. 


There is a big welcome at 
YOUNG & RUBICAM LTD., for a 
copywriter, preferably a man, 
Please write to Alan Kirby, 

285 Regent Street, London W.1. 


Y&R 


Y 
vet 


Introducing ... 
Toff-o-Luxe 


Large spaces have been taken in the 
national press recently to an- 
nounce a new John Mackintosh & 
Sons Ltd. product, Toff-o-Luxe, 
toflees packaged in rolls. The 
spaces have been booked by T. B. 
Browne Ltd. 

Among the spaces used was a full- 
page in the Daily Mail. This 
is the second time that Mackin- 
tosh have taken a full Mail 
page for one of their products. A 
Rolo full page appeared in the 
May 29 issue last year. 

Main differences between Rolos and 
Toff-o-Luxe are that the new 
product is all toffee—not choco- 
ate-coated—and each sweet is 
wreees wee | before being 

in a Toff-o-luxe 
retails at 44d. per =A, 
* x * 


Mail order drive 


A campaign has been launched in 
selected daily newspapers for 
General Trade Clearings Lid. Papers 
to be used before the campaign ends 
include the Manchester Guardian, 
Yorkshire Post, Liverpool Post, and 
Birmingham Post. Agents are 
Auger & Turner Lid. 

Over 300,000 buyers in 368 
different British industries are on the 
mailing list of the General Trade 
Clearings Lid. 


Aucust 5, 1954 


AT A GLANCE 


Accounts 


T. & W. FARMILOE LTD., makers 
of Nine Elms paint. Public rela- 
tions account for Kennerley 
Edwards & Associates Ltd. 


DRESSED HIDE LEATHER 
PUBLICITY COMMITTEE for 
Editorial Services Ltd. Trade and 
national press campaign has 
begun. 

DIRECT TO CONSUMERS LTD. 
for Froud & Partners Ltd. 


INNOXA BARRIER CREAM 
for Osborne-Peacock Lid. Cam- 
paign in women’s magazines 
opens shortly. 

FORTNUM & MASON LTD. for 
Coiman, Prentis & Varley Lid., 
with effect from September 1. 


TELEMAC LTD. for the J. Walter 
Thompson Co., Ltd. with effect 
from September 1. 

OLDHAM & SON LTD. for 
McCann-Erickson Ltd., with 
effect from October 1. 

Campaigns 

PARIS MIST, manufactured by 
Innoxa Ltd., using women’s maga- 
zines for pre-Christmas cam- 
paigns. (Osborne-Peacock Ltd.) 

TOFF-O-LUXE, using —_national 
press to announce new product. 
(Osborne-Peacock Ltd.) 

TOPLIS, SIMPSON & CO., LTD., 
using selected technical journals. 
(Facilities Bureau.) 

RADIO SHOW, organised by the 
Radio Industry Council. Cam- 
paign using display material and 
national press. (Rumble, Crowther 
& Nicholas Ltd.) 


GENERAL TRADE CLEARINGS 
LTD., using selected — national 
dailies. (Auger & Turner Ltd.) 

RICHMOND SAUSAGE CO., 
LTD. Campaign and sales drive 
in Wales (Douglass & Co., Lid.) 

WHITE FIRE, new perfume made 
by J. Grossmith & Son, Lid. Cam- 
paign to run until Christmas in 
women’s magazines, using some 
colour spaces. (Gorings Ltd.) 

EXPRESS CREAMED COTTAGE 
CHEESE, using display advertis- 
ing to launch new product (C. 
Mitchell & Co., Ltd.) 


- SPORT . 


NAGS victory 


At Sunningdale on Friday, ire 
Newspaper and Advertisers’ 
Society beat the Plastics ladeay 
G5. by 94 matches to 5}. 

+ + + 

Odhams Press Golfing Society 
entertained the Fleetway Golfing 
Society at the West Hill Golf Club, 
Brookwood, Surrey. Each won two 
matches, with one halved. 

Details (Odhams’ names first): 
A. C. Duncan (president) and G. C. 
Odhams lost to F. C. Hufton (capt.) 
and A. W. Burnett, 2 & 1; D. Pear- 
main (capt ) and P. Odhams lost to 
P. M. Heyden and A. P. Davies, 5 & 
4; D. R. Lloyd and L. Fuller beat 
R. T. Eves and D. V. Johnson, 4 & 
3; C. J. E. Hughes and G. Parrack 
halved with J. R. M. Linforth and 
L. P. Lawrence; M. Phillips and 
F. C. Boyce beat P. Edwards and 
E. Treble 3 & 2. 


Cricket 


Space buyers draw 


with reps 


Weather conditions for the Space 
Buyers versus Representatives at the 
Old Finchleians’ Club on Wednesday 
of last week made play possible only 
on a matting wicket. Between the 
showers, sufficient cricket was 
played to bring the match very near 
a decision. 


After the Reps. had declared at 94 
for 7 wickets, the Space Buyers 
needed only five runs from the last 
over to win the game, but L. Nash 
and W. Luetchford could only score 
one run off Gordon Reid, who made 
sure of a draw for the Reps. 


Scores.—Reps: 94 for 7 (dec) (C. 
Butcrer 36, M. Walters 16 not out, 
S. Stock 3 for 14). Space Buyers 
91 for 4 (L. Nash 33 not out, D. 
Adams 32). 
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THE OBSERVER 


INCREASE IN ADVERTISEMENT 
RATES 


The extraordinary growth in the circulation of THE 
OBSERVER from 441,920 in 1951 to 534,752 — the 
average net sale for the six months ended June 30, 1954 — 
has made necessary an increase in the charges for advertise- 
ments. The present non-position Trade rate of {11 an 
inch will be raised to £13 on and from Sunday, November 
7th, and corresponding adjustments will take effect in the 
““ Special Position,” Publishers’ and Financial charges. 
Some alterations will also be made in the Classified 
Advertisement rates. 


THE OBSERVER is a member of The Audit Bureau of Circulations. Its 
average net sale of 534,752 for the period January to June 1954 was an increase 
of 59,143 over the sale for the same period last year. For July 1954 the net 
sale was 542,470. 


At £13 an inch its advertisement rate will remain lower—and cheaper—than 
that of any other Quality Sunday paper. 


The IIPA and the Hulton Surveys Agree that THE OBSERVER has the | 
highest readership in the Sunday Quality Field. 


THE OBSERVER Ltd. 22, Tudor Street, E.C.4. 
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‘CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS yey 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, per line, 35s. per display panel inch. All other 
camictions a. per ine A. pr apy panel loch ~~~ 3 limes. pes 
charge, ius 9d. covering pos Series 2 application : 


seven insertions MUST oe PREPAID. A Address ns Aavertioor’s 
C A R LT O N -”* 186 Fleet Street, London, E.C.4. CHAancery 8844 (Ex. 25). ADVERTISING /SALES 
APPOINTMENTS VACANT PROMOTION 
“The engagement of persons answering these advertisements must | 
want through a Local ( 


ice of the Ministry of Labour or a Scheduled Employment — 
oa ee 18-64 inclusive or a woman aged 18-59 inclusive 
. or a MO a is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


Outstanding opportunity 

A R T | S T S$ d offered to experienced man 
roy S ' (25-35) to join established 

particularly PRODUCTION DEPARTMENT cae tiliae. wr 
lettering artists offers an opportunity to a man provides scope for the talents of keting throughout the 
aged 25/35 to take charge of a fully experienced Agency man World. Work involved 
mechanical production for an and the pay will be in accord- would be hard, but, 


TH EY QOEFER interestingly varied group of | ance. Write or phone for inter prospects very rewarding. 


National Accounts. The position | view to Staff Manager : WRITE FULLY enclos- 


First-class work from G. S. ROYDS LTD. 160 PiccapiLty - W.1 - PHONE HYD. 8238 shape me 


es 


leading art directors A LONDON industrial Mail Order | THE ENGLISH ELECTRIC COM. 
ompany require Catalogue Produc- requires Young Man ‘ , Dix 

fee man . — 4 aay oe, a of preparing tough myent A.S.P. ° c/o ons, 1-9 
ust be know cable on industria lor technical sales literature « 
Good ‘ shi ; merchandise, fully experienced § in negotiating its production through al! Hills Place, London, W.1. 

companion ip + phar ent, copy writing, etc. stages. Apply, giving full particulars 
ae rite, stati age, experience and « age, 
and association salary requir —— with — 

w (which will retur to Sess, The English Electric Co., 

F . : eekly BC4 Offices, . | TECHNICAL COPYWRITER wanted 
with leading artists Sas C256 Ad. W 180 vues Os ay gaa hd SA Staf- by large West End commercial 


‘ organisation, preferably with agency 
sENton ARTIST, with good all-round | FIRST-CLASS LETTERING ARTIST, experience of layout and typos and 
= 3 rience, for studio. Write, ng lady Write, stating experience, salary Good 7 “ery backgroun 


details and salary required, require ving details, 
Generous rates of pay Box 8252 Ad. Weekly 180 Fleet St BC4 Box $312 Ad. Weekly 180 Fleet St BC4 & B10 ad. Weekly 180 Fleet St BC4 


to good man 
A five-day week ARTI ST 
Hours 9 a.m. to 5.30 p.m. for 


ath nial: SOUTH AFRICA NATIONAL 


overt South Africa's largest indepen- 


dent advertising agency is A D V & F T : Ss - on 
looking for a first-class creative 
, artist, who is equally at home ’ 
Superannuation scheme with figure and still-life, and a 
for long-term employees who can do sound layouts when marketing a wide range of both consumer 

9 necessary. industrial products has nes the following vacancies :— 
This is an interesting and enjoy- 
PI 1 studios able job, in our Cape Town ADVERTISING EXECUTIVE 


studio, and offers pleasant work- A rtunity is open to a keen, 
overlooking famous ing conditions. Five-day week, ech aoemaiens referably hatin the ages of 
London Square euperenmuetion fend. Pumge 25 and 35. He (or she) dei ine ind wound 
will be paid. experience in advertising, including modern 
| | Initial salary around £1,000 a marketing and researck techniques 
' » with excelle ; ; ‘ 
Paid holidays aii y aor ReMi PRODUCTION ASSISTANTS 
: views experience, end enclosing Vacancies exist for a number of production assist- 
@ representative selection of | ants with good technical of printing 
Write stating experience and a. including some original | | “The Oneeey oom — fips 
salary required to Art Di layouts, to cellent working . 
ania ree P. MN. BARRETT ditions and amenities, including a ion scheme. 
CARLTON ARTISTS LTD. > Please write fully, giving details of experience and 
38 PORTMAN SQUARE, W.! COMPANY (PTY) LTD. | stating salary expected. 


Do net cond specimens P.O. Box 694 BOX 8302, 
CAPE TOWN ADVERTISER'S WEEKLY, 160 FLEET STREET, E.C.4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


areca) 
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APPOINTMENTS VACANT 


PUBLICITY AND SALES 
PROMOTION ASSISTANT 


Position of unusual interest 
for young man in mid- 
twenties to use and expand 
already existing -knowledge 
of these aspects of selling in 
busy progressive department 
of leading international com- 
pany (Central Londorf). Ap- 


plicants must have good 
previous publicity back- 
ground and experience, 


creative ability (at least to 
visual stage), competence to 
assist in the production and 
development of ideas for 
promotional schemes and 
publicity material, together 
with accuracy where ad- 
ministrative detail is in- 
volved. If you’re not afraid 
of hard work, can cope with 
several problems  simul- 
taneously and feel this is a 
job you can handle, write 
details of age, experience, 
and salary required, to 


Box R.233 
c/o Streets, 110 Old Broad 
Street, E.C.2. 


ARTIST/PERSONAL ASSISTANT re- 
quired by Advertising Manager of 
rapidly expanding Surgical Appliance 
firm. Job involves press and leaflet 


layouts and some finished work 
Should be in carly twenties and com- 
pleted National Service. This is an 


excellent opportunity for the young 
man interested in developing on the 
administrative side of advertising. 
Send full details of career to date and 
resent salary to 
ox 8308 Ad. Weekly 180 Fleet St BC4 
SECRETARY-ASSISTANT for Artists’ 
Shorthand, simple book- 
9456.0, no —y 
week. , ‘or 
CEN 2743. 


WANTED 


A JUNIOR 
TYPOGRAPHER 
very much alive 


appointment : 


The man is probably between 20 

and 23, seeking an advantageous 

change and capable of working weil 
on his own initiative. 


If this looks to be you, please be in 
touch with the Asst. Studio Man- 
ager, Gordon & Gotch Advertising 
Ltd., 75-79 Farringdon Street, 
E.CA. CENtral 4030, Ext. 9. 
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| APPOINTMENTS VACANT 
| 


Wadham Artists 


require a 


SCRAPERBOARD ARTIST 


of the very highest standard. 


Write, Phone or Cail 
Wadham Artists, Wardrobe Court, 
146a, Queen Victoria St., E.C.4. 


City 1144 


THE 
L 


CROOKES LABORATORIES 
IMITED invite applications for a 
Senior Executive post of Advertising 
Manager. The successful candidate 
must possess experience in preparing 
and controlling public advertising cam- 
paigns, and preferably have some 
experience in the compilation of ethical 
literature and pharmaceutical and 
medical propaganda. The position 
offers considerable scope to a man of 
ability and enthusiasm and is covered 
by a Staff Pension Scheme. Applica- 
tions in full detail and in confidence 
to Sales Director, The Crookes Labora- 
ferse Limited, Park Royal, London, 
‘10. 


writing 


PRODUCTION 


ASSISTANT 
required 


Experienced in handling all stages 

of mechanical detail, required to 

work on National and Technical 

Accounts. Apply in own hand- 

for interview, givin 

details of age, experience 
salary to 


PERSONNEL MANAGER 
Clifford Martin Ltd. 
Piccadilly House, 
Piccadilly Circus, 
London, S.W.1 


CAPABLE YOUNG LADY, with know- 


ledge of layout and finished work. 
Excellent prospects for person with 


initiative. Studio situated N.W. 


London, convenient Stanmore/Met. 
Line, 8, 46 & 52 buses. Write, stat- 
ing age, experience and salary 


required. 
Box 8235 Ad. Weekly 180 Fleet St BC4 


Se 


VOUCHERING 
ASSISTANT 


We want someone with 
experience as an assist- 
ant in our Vouchering 
Department. 
Write or phone: 
Manager, Voucher Dept. 
RIPLEY, PRESTON & CO. LTD. 


Ludgate House, 
107-111 Fleet St., E.C.4 


Telephone ; CENtral 8672 


WANTED, 


LAYOUT AND COPY 
ARTIST. Able to — ee Aowe 
outs, Ideas an advanta 

Box 8295 Ad. Weekly 180 | Fleet Sti BC4 


SPACE SALESMAN for large circula- 


R. J. HARMER 


ADVERTISING 
OF 62 OXFORD ST., W.1 


Require LETTERING ARTISTS 
and GENERAL ARTISTS of 
outstanding : ability. 


highest rates tes of pay to 
selected applicants. 


Phone fer appointment, Musoum 2068 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


COPY DETAIL 
CLERK 


(male or female), 
age 21/23, required by 
Advertising Agency. 
Experience in this work 
essential. Knowledge of 
Mechanical Production an 
advantage. 


Phone CENtral 5375 (Ext. 9) 
for . , 


ADMINISTRATIVE ASSISTANT in 


international Advertising and Publicity 
partment of large world-wide con- 
cern with « variety of commercial 
interests. To work in head office in 
Switzerland. Age should be between 
25 and 35. Salary commensusees with 
experience Box 
Seward Baker & x 
Chancery Lane, W.C 


The manufacturers of a leading nation- 
ally advertised brand of Corsets and 
Brassiores are seeking the services of a 
firse class Advertising and 


Publicity Manager 


The applicant for this appointment 
must be a man of considerable experi- 
ence in the fashion field with « sound 
knowledge of press, magazine and 
dealer-aid advertising together with 
the practical application and design of 
display and point-of-sale material, 
This appointment offers to the right 
man & progressive position with a well 
established company. A four-figure 
salary will be offered to the successful 
applicant. Write with full details of 
experience to 


Box 8261 
Advertiser's Weekly 180 Fleet St EC4 


Advertising Depart. 


| ment of large Midlands company 
ability be . 4 ae. | selling to public through dealers. Age 
po ms ay BR ey . We need an | bout 30. General knowledge of ail 
oe i me = Ad ; Sal on export | phases of advertising and initiative 
details e of experience and terms pout —— right oman will gt an | seeneel. prospects Pull, fa. 
ex, ‘te | 
Bon 8287 ‘Ad Weekly 180 Fleet St EC4 | Box 7880 Ad. Weekly 180 Fleet St BC4 | Box 8289 Ad. Weekly 180 Pleet St BC4 

require a | 

required by 


GENERAL ARTIST 


capable of still life and general work of 


highest class. 


Write, Phone or Call 
Wadham Artists, Wardrobe Court, 
., ECA, 


146a, Queen Victoria St 


City 1144 


West End Advertising Agency 

to work on important group of 

National Accounts. Write in 

first instance giving full details 

of experience and salary required 
to 


Box 8281 
Advertiser's Weekly 180 Fleet St EC4 


a = ele 
SS ES | 
— 
| | 
_ 
| eee 3 
ff a 
i | | 
| ft i 
ae | Cs 
— 
po 
| , | : 
pe ASSISTANT in 4 
—— | ee 
v/. 
‘Phone your Classifieds to CHA 8844 (Ex 25) a 


Pad 


cite hia tint arent me 


Sie aa 


at 
Hs Ao, 


ae 


~ 
' 


ad 


Sr! 


mah 


ieath 


a 


x 


RP: 


wah 


te 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


DISPLAY & POINT 
OF 
SALE SALESMEN 


One of the leading producers of Dis- 
play and Point of Sale Advertising 
covering all fields has vacancies in 
London and the provinces for TOP 
FLIGHT ACCOUNT EXECUTIVES. 
The Provincial men should be prepared 
to travel within the area north of 
Northampton. Knowledge of trade 
considerable advantage but outstanding 
sales ability and no knowledge not 
unconsidered. Generous ‘* prepara- 


tion’ period on good salary, then 
salary, ¢ and ona 
generous basis. £1,500 'p. a. easily 


within the reach of an average man. 
Car provided for provincial repre- 
sentative. Car considered for London 
based man, THIS IS EXPANSION 
in one of the richest fields of selling 
to-day. 


Box 8233 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE, having established 
with National Advertisers 
ondon and Provinces, required by 
producing first-class 


jag ee 
in 

London concern 
metal display units 
Box 8272 Ad. 


Weekly 180 Fleet St BC4 


“Wecouldwork 
together!” 


We require a senior production man 
who can create original layouts for 
technical Catalogues and sales promo- 
tion material. He will supervise the 
preparation of finished artwork from 
his visuals, and will be responsible for 
block ordering and print production. 
This progressive position provides an 
excellent opportunity for a likeable 
man with ability, in «a well-known 
Engineering Company. 

if you think we could work tog 


292 


AucGust 5, 1954 


‘CLASSIFIED ADVERTISEMENTS | 


| 


Situations Vacant : “ 
| be made through a Local 


Office of 


APPOINTMENTS VACANT 


Sean engagement of persons answering these advertisements must 


the employment, is excepted from the provisions of 
‘otification of Vacancies 


Order 1952." 


TECHNICAL 


MEMBER OF THE LONDON PRESS EXCHANGE GROUP OF COMPANIES 


Media Planner 


T & G require an Assistant to the Manager of their 
The right man will be in his 
middle twenties and will have two or three years 
Hours, 9.15—-5.15; 
pension and staff insurance schemes, etc. 


Write or phone Mr. R. H. Jowett, Covent Garden 2771 


Media Department. 


Agency experience. 
week ; 


TECHNICAL & GENERAL ADVERTISING AGENCY LTD. 
167, High Holborn, London, W.C.1. 


AND GENERAL 
ADVERTISING AGENCY LTD. 


five day 


PRODUCTION 


ASSISTANTS with 
agency experience are required by 
leading advertising Agency in London. 
Preference will be given to men 
between 20-25 who are anxious to 
make a progressive career 5-day 
week; canteen facilities Apply, 


stating age, experience and salary re- 


uired to 


ox 8284 Ad. Weekly 180 Pleet St BC4 


REPRESENTATIVE required for well- 
Process “Engraving House in 
Knowledge of this and 


known 
the Midlands 
the printing trade an advantage. 
Write full details to 


Box 8240 Ad. Weekly 180 Pleet St BC4 


send full details in complete confidence 
to 


Box 8265 
Advertiser's Weekly 180 Fleet St EC4 


STILL LAFE ARTISTS required for line, 


wash and colour illustrations, Must 
be fully experienced in mail order 
catalogue work Central London 


studio 
Box 8279 Ad, Weekly 180 Pleet St BC4 


McCANN-ERICKSON 


ADVERTISING LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 
Advertising, have a versatile sense of 
design, embracing a keen understand- 
ing of lettering and typography and the 
ability to produce finished roughs. 


“ARE YOU ENGINEERING - 
PUBLICITY MINDED?" 


There is a splendid opportunity for you 
to progress with us if you are capable 
of handling the production of technical 
publications from start to finish. This 
senior position calis for a man who 
understands technical copy and illus- 
trations, and has ability to transform 
this material into clear and attractive 
print, 

if you are interested in joining a keen 
publicity team in one of the largest 
Engineering Companies in the country, 
situated in the East Midlands, send full 
particulars in confidence to 


Box 8264 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO ADVERTISING MAN. 
required by large 


AGER, aged 20-25, 
company with offices in the West End, 
to handle detail work 
with press, print, exhibitions, 
qualifications. 

of previous ex 
Box 8307 Ad 


rience, to 


Please write or phone for appoi 
Tem 6600 


General Manager 
McCANN-ERICKSON 
ADVERTISING LTD. 
Brettenham House, 
Lancaster Place, W.C.2 


YOUNG LAYOUT ARTIST 


required by 
STEPHENS ADVERTISING SERVICE LTD. 
tl New Court, Lincoin’s Inn, W.C.2 
2-3 years’ Agency experience essential 
and ability to produce good slick 
layouts, adaptations and some finished 


work. 
Apply to STUDIO MANAGER 


in connection 


displays, 
ete. Salary £450 to £500 according to 


Apply, with full details 
eekly 180 Fleet St BC4 


ASSISTANT TO SPACE BUYER 
(woman) required. Must be able to 
work on a group of accounts with 
the minimum of supervision Pre- 
vious experience in typing schedules 
and space orders essential 5-day 
week Cali, Crane Publicity Ltd., 
Quality House, | ee Court, Chan- 
cery Lane, W.C 


BERKELEY ARTISTS 
would like to meet a sound 


GENERAL ARTIST 


with some years studio experience. He 
will work in pleasant company and be 
well looked after, e.g., should he fall il! 
after three months with us his salary 
would be maintained at the full rate 
for at least six months. The hours are 
9.15 a.m. to 5.30 p.m.—overtime is paid 
at time and a half. 

Telephone our Art Director Norman 
Berber for an appointment. HYDE 
PARK 9961 : 5 Stratford Place, W.!. 
This is @ good job with a genuine oppor- 
tunity to make the most of yourself. 


GREENLYS offer excellent opportunity 
to Assistant Account Executive with 
good general experience which should 
include technical production He 
would be working on vigorous and 
expanding national accounts 
fully. Applications should be addressed 
to Managing Director, 9 Berkeley 
Street, W.1 

ACCOUNTS CLERK required for West 
End Advertising Agency. Kaowledge 
of book-keeping essential. Experience 
in paying newspapers’ and block- 
makers’ accounts an asset Apply, 
Secretary, Stowe & Bowden Lid... 169 
Piccadilly, W.1 


SUB EDITOR 


experienced. Permanent 
position in progressive 
evening newspaper, grade 
one town, North West 
area. Only first class men 
need apply. 
Box 8306 
Advertiser's Weekly 180 Fleet St €C4 


| 


Write | 


WANTED 


Top-flight layout man with well- 
above - average knowledge of 
typography. 


£750 p.a. REWARD 


Small fully -recognised agency 


handling interesting national 
accounts. Full details please to 
Box 8301 


Advertiser's Weekly 180 Fleet St EC4 


SENIOR ESTIMATOR wanted by the 


Exhibition Contracting Department of 
Olympia Age 25-40 Preferably 
with some knowledge of exhibition 
work. Details of age, previous experi- 
ence and salary required, to Chief 
Estimator, Olympia Ltd., Kensington, 
W.14. All applications will be dealt 
with in the strictest confidence. 


PRODUCTION ASSISTANT 
REQUIRED 


for West End Agency. Man or 
Woman with previous experi- 
ence, age 25-30. 
Write giving full details, salary 
required, etc., to 

Box 8300 
Advertiser's Weekly 180 Fleet St EC4 


| EXPERIENCED VOUCHER ASSIS. 


TANT required for West End Adver- 
tising Agency to be responsible for 
voucher checking and also space order 


typing Position offers scope for 
advancement and _ initiative Apply. 
Secretary, Stowe & Bowden Ltd., 169 


Piccadil y, Wl. 


PRODUCTION 
ASSISTANT 


We have a vacancy for a 
young man with a good 
knowledge of blocks and 
typesetting and able to do 
simple adaptations. 

Write, stating age, technical 
experience, and salary re- 
quired, to 


The Secretary, 
eee BAKER & CO.LTD., 
27 Chancery Lane, W.C.2 


| COMPETENT DRAUGHTSMAN  re- 


quired to prepare working drawings 
from Exhibition Stand Designs. Good 
salary and conditions. Please apply 
by letter to Chief Designer, Olympia 
Ltd., Kensington, W.14 

W. W. 3. STUDD, Director, 
trated Newspapers, 
secretary, 
knowledge. 
perience and 
Studd, 198, 


Iilus- 
wants an efficient 
preferably with agency 
Please write, giving ex- 

salary required, Mr 
Strand, W.C.2 


ADVERTISEMENT REPRESENTATIVE 


required by Freelance Space Selling 
Organisation. Write stating ex- 
perience, salary required, etc. 

Box 8263 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


SECRETARY SHORTHAND 
wanted by Advertisement Direnor * 
a group of newspapers in London 
office. State age and salary required 
A knowledge of advertising an advan- 
tage. S-day week 
Box 8291 Ad. Weekly 180 Picet St BC4 
JUNIOR ARTIST required by Berkeley 
Artists to work for top Agencies under 
helpful Art Director A genuine 
opportunity for a young man with, 
perhaps, a year on the board behind 
him. Telephone Hyde Park 9981 for 
an appointment with Mr. Barber i 
ADVERTISEMENT MANAGER re- 
quired for specialist monthly magazine, 
London Publishing House. Salary plus 
commission, Write, eving full details 
age, experience, ctc., 
Box 8309 Ad. Weekly 190 Fleet St BC4 
ACCOUNTS CLERK with experience 
of entering and invoicing process, 
foundry, typesetting and print charges 
to clients. Write, stating age, experi- 
ence and salary required, to Secretary, 
117 Piccadilly, London, W.1 
TECHNICAL ARTIST required in old- 
established studio Interesting work 
and permanency for competent man 


Pension and Bonus schemes. Please 
rite Bateman Artists Lid., 109 
Kingsway, W.C.2 
PRODUCTION ASSISTANT required 
for Publicity Department of a _ well- 
known travel organisation Write, 
giving experience, age and salary re- 
quired, to 


Box 8285 Ad. Weekly 180 Fleet St EC4 
ASSISTANT PRINT BUYER (male), 
age about 25 years, required by West 
End Advertising Agency Write, in 
confidence, giving details of previous 
experience and salary required to 
Box 8288 Ad. Weekly 180 Fleet St EC4 
FULLY EXPERIENCED  Retouchers 
required for London studio specialis- 
ing in engineering subjects First- 
class work, highest wages 
Box 8280 Ad. Weekly 180 Fleet St BC4 
REQUIRED IMMEDIATELY, Letter- 
ing-General Artist £550-£650 p.a., also 
General-Technical Artist, £600-£700 
p.a. Write for interview 
Box 8313 Ad. Weekly 180 Fleet St BC4 
ESTIMATOR required Pully experi- 
enced in Display and Exhibition work 
Also Junior with some knowledge and 
willing to learn. Reply to 
Box 8296 Ad. Weekly 180 Pleet St BC4 
LAYOUT AND GENERAL ARTIST re- 
quired Agency S.W. London area 
Good prospects for right person. Write 
Box 8294 Ad. Weekly 180 Fleet St EC4 
NATIONAL WEEKLY requires 
Advertisement Representatives 
proved selling records 
Box 8311 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


PUBLISHERS’ REPRESENTATION IN 
SCOTLAND. Personality with Agency 
experience and valuable 
throughout Scottish industry, 
to devote whole time to any 
while periodical 
write 
Box 8246 Ad. Weekly 180 Pleet St EC4 


PUBLIC RELATIONS MAN (31), a 
present representing civic theatre, 
seeks change. offering wider oppor- 
tunities rather than large salary 
London area preferred Experience 
of publicity, public speaking, Press 
relations, etc Enthusiasm and initia- 


two 
with 


contacts 
wishes 
worth- 
For full information 


uve 

Box 8278 Ad. Weekly 180 Fleet St BC4 
YOUNG LADY, trained in Illustration. 

some display experience, seeks 

interesting position 

Box #244 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN (35) desres position as 

Space Salesman 

Rox 8257 Ad. Weekly 180 Fleet St EC4 
" HAND-PICKED ” SECRETARIES 

available The Wigmore Agency, 67 

Wigmore St... W.1. HUNter 9951/2/3 
AUTOMOBILE SPACE REPRESEN- 

TATIVE available for Publishers re- 

uiring occasional agent. Write 

x 8316 Ad. Weekly 180 Fleet St EC4 

YOUNG MAN, age 23 years, of good 

education, well spoken, with artistic 

ability (Sketching and writing), re- 

quires situation in Leicester or dis- 

trict 62 Thurlington Road. Braun- 


stone, Leicester 


APPOINTMENTS WANTED 


ARRIVING 
TOMORROW ... 


. British Account Execu- 
tive, who has spent the last 
two years of his advertising 
career in India with an Inter- 
national Agency, now re- 
quires similar position in 
England. Write 


Box 8304 
Advertiser's Weekly 180 Fleet St EC4 


KEEN YOUNG MAN (22) 


ADVERTISING Sales Representative 


(woman), wide experience selling of 
Class Media, mainly Fashion and 
Beauty, seeks interesting appointment 


with good pr cts. Write 

Box 348, c/o Welter Judd, Lid, 47 
Gresham Street, London, E.C.2 
completed 
School Certificate 
standard, 2} years in Advertising 
Agency (outdoor publicity), requires 
position in art studio as Lettering 
Artist, some previous experience 

Box #315 Ad. Weekly 180 Fleet St EC4 


National Service, 


ADVERTISING MANAGER (30) 
Extremely enthusiastic and versatile, 

desires change. First-class designer, 

of all forms of sales promotion material, 

exhibition stands, etc. 

Keen administrator, and fully con- 
versant with all forms of publicity, 
including house mags. Write 


Box 8303 
Advertiser's Weekly 180 Fleet St EC4 


PRINT PRODUCTION 


ARCHITECTURAL STUDENT (22) 
with flair for writing and effective 
sketching ability, wishes to join 


London Agency where imagination and 
ambition will be decided assets 

Box 8314 Ad. Weekly 180 Fleet St EC4 
MANAGER 
(31) requires permanent position 
Fully experienced all aspects, and at 
present jointly responsible for com- 
plete administration of small agency 
Box 8255 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL 
TELEVISION 


BUSINESS EXECUTIVE (42) SEEKS 
CONNECTIONS—PAST EXPERIENCE 
SELLING FILM PUBLICITY 


Box 6282 Advertiser's Weekly 180 Fleet 
Street London EC4 


MEDIA SPACE BUYER, 


ART EDITOR, 


ADDRESSOGRAPH FRAMES for sale 


MULTILITH DUPLICATOR 


; D.A.A_Inter- 
mediate with 9 years’ experience, re- 
quires position of Space Buyer in 
medium-size agency Salary by 
arrangement. Please write 

Box 8297 Ad. Weekly 180 Fleet St BC4 


leading Industria! 
Journal, eight years’ experience, ali 
sides magazine production, control of 
work flow, etc need. 
ing these ‘qualifications London or 
abroad 


Box 8245 Ad. Weekly 180 Pleet Si BC4 
SPACE REPRESENTATIVE with sales 

Promotion and exploiting experience 

requires position where initiative wil! 

be appreciated 

high level 

Box 8258 Ad. Weekly 180 Fleet St BC4 


Used to dealing at 


SALES AND WA 


55s. per 1,000; also Cabinets M.S.S 
49 Tattenham Grove, Epsom 


(Mode! 
1250) for sale. Complete with attach 
ments, practically new. Takes paper 
up to 9} in. x 14 in., line and half- 
tone wa Colour in accurate 


register. . tration 
in London. Box a 110 Old 
Broad Street, London, oe 


ACCOMMODATION 


F Lt tECHNICAL ARTIST. flourishing 
seeks accommodation, partnership or 
attachment 


Pox 8289 Ad 


private room, good light, 
etc.. moderate rent 


telephone 


area 
Box 8298 Ad 


BUSINESS OPPORTUNITIES 


Weekly 180 Fleet Si BC4 
FREE LANCE ARTIST requires small 


trand or City 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex 


Fig.) specialises 


in folders and brochures, seeks com- 

missions 

Box 8229 Ad. Weekly 180 Pleet St BC4 
S/ECIALIST IN SCRAPER. Accurate 

rendering of any photograph. Speci 

mens free on request Reay, 23 

Kepler Mount, Leeds 8 


TENDERS 


Weekly 180 Fleet St BC4 


H. R. ASSOCIATES Ltd. 


Advertising Consultants 
148, Strand, W.C.2 


We are looking for another 
medium-sized account. The suc- 
cessful applicant will be an 
ambitious young firm with a 
flair for new ideas, and will 
expect to double their profits 
inayear. This means a readiness 
to speculate, a critical attitude 
to all suggestions, but the 
ability to make decisions fear- 
lessly and to stand by them. if 
you think you can fulfil these 
conditions write to us at once. 


CLACTON URBAN DISTRICT 
COUNCIL 


CLACTON (ape GUIDE, 


The Council invite Tenders for the 
printing, supply and delivery of 25,000 
copies of the (955 Edition of the 
Clacton Official Guide 

Further particulars and Form of Tender 
can be obtained from the Encertain- 
ments and Publicity Manager, Town 
Hall, Clacton-on-Sea 

Tenders (which must be on the pre- 
scribed Form) must be delivered in a 
plain sealed envelope, endorsed 
* Tender for Official Guide 1955 "* but 
bearing no name or distinguishing mark 
indicating the sender, to the under- 
signed at his Office by not later than 
Monday, 30th August, 1954. 

Tenders received without such en 
dorsement will not be considered. 

The Council do not bind themselves to 
accept the lowest or any Tender and 
canvassing, either directly or indirectly, 


will cee, 
HARLES B. HEARN, 
Clerk of the Council, 
Town Hall, 
Clacton-on-Sea. 


PRINTERS 


FOR ALL DRAWINGS, W Partridge 
now at 61 Bartholomew Clove, F.C.1 
MON 1847 


FREE LANCE SERVICES 


Greeting Card 
Verses 


Writers of good verse for Greeting 
Cards—Birthday-Special Occasion 

Christmas should submit 
work for consideration to : 


A. MASON & CO. LTD. 
207 St. James’s Road 
Croydon, Surrey 


their 


COLOUR PRINTERS 


with up-to-date Works and 
Machinery (Letterpress) 
welcome enquiries and 
orders for Brochures, 
Catalogues and Monthly 
Periodicals. Write: General 
Manager, Clare, Son & Co. 
Ltd., The Cathedral Press, 
WELLS, Somerset. 


NEW IDEAS, creative layouts, artwork, 
production. Just write to 
Box 8247 Ad. Weekly 180 Ficet St BC4 


SERVICE TO PRINT BUYERS ! 


Our facilities in typesetting, letterpress 
machining, binding and direct mailing, 
will more than recompense your 
interest in sending us an enquiry 
LINCOLNSHIRE CHRONICLE 
General Printing House, 
Waterside North, Lincoin 
Telephone : Lincoln 666 


ACCOMMODATION 


ART STUDIO 


TO LET 
Void Studio, Fleet Street, to let, Accommodation 
for 12/15 artists. Heat, light, power, cleaning, H & 
C, telephone all laid on. Ready for immediate use. 


Box 8283 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


ROYAL AIR oo 


Flying 


FVIEW 


NOW HAS 
MORE PAGES 


—commencing with the September issue, 
FLYING Review will contain 64 pages, 
instead of the usual 48. 


MORE SALES 


—the print order for the September issue is 
110,000—a bonus of over 40,000 copies for 
advertisers. 


MORE READERS 


Every month, FLYINGSREVIEW reaches an ever 
growing market. Its readers, in and out of the 
Services, 75% of whom are in the vital 17-25 
year age-group, are an extremely important 
market for far-seeing advertisers. For this is 
the age-group in which buying habits are formed 
and life-long customers are made. Reach it, 
influence it, in FLYING REeviEW and you will 
reap results for years to come. 


—BUT NO INCREASE 
IN SPACE RATES 


PHONE CHANCERY 8844 FOR RATE 
CARD AND COPY 


noy AL AIR FORCE 


Flying 


¢ pmiytew.o2 


180 FLEET STREET, LONDON, 


Published by the Proprietors. BUSINESS PUBLICATIONS Lid 


E.C.4. 


Aucust 5, 1954 


— STOP PRESS — 


TV: DETAILS OF 
AD FACILITIES 
‘WITHIN MONTH’ 


Sir Kenneth Clark, chairman, 
Independent Television Authority, 
told “Advertiser's Weekly” after 
first ITA meeting yesterday : 

His salary same as BBC chair- 
man’s-——£3,000: other members’ 
£500. 

Statement of facilities available 
to advertisers expected in about one 
month. 

ITA will co-operate with organ- 
ised advertising, whose representa- 
tives it will meet as soon as possible. 

Director-general not yet chosen. 

Advertising advisory committee 
might be appointed in week or two. 

No idea when programme com- 
panies will be given contracts. Pos- 
sibly applications from companies 
will be invited. For technical 
reasons probably only two or three 
companies would be allowed. 
Guiding principle in selecting them : 
they should provide programmes of 
high standard and represent a 
balance of opinion. He personally 
was against allocating all time on 
one station to one company as it 
might create «a monopoly. 

First programmes might be broad- 
cast in about a year, so it would be 
only fair to contractors that they 
be appointed in th or two. 

He was confident that commercial 
TY could maintain high standards ; 
that programmes would be a com- 
mercial success ; and that advertisers 
would not try to interfere in them. 

Sir Kenneth said there would be 
“ permanent secretariat and they 
would be advertising for a PRO. 

There would be a series of moni- 
tors whose duty it would be to see 
every programme, but “I don't 
think censorship should come into 
picture.” After initial briefing, pro- 
gramme companies would be given 
their head. 

Not certain that first programmes 
will be from London; might be 
from Midlands or Lanes. 

About five or six nazres of con 
tractors had been put before ITA. 
They would advertise for contrac- 
tors. 

As “wild guess” he thought a 
contracting company might need 
capital of £3,000,000. Hoped con- 
tracts would be for long period— 
possibly more than half of ITA’s 
10-year period. 


TWO FREDS 
AUCTION 


(continued from page 264) 


Reid & Co. Ltd. (E. C. Handel), 
Carreras Ltd.. Tanqueray, Gordon 
& Co. Ltd., Hale Ltd. (F. Curzon), 
Matthew Clark & Sons Ltd. 


their office at 180 Fleet Street. London, E.C 4. (Phone Chancery 8844 }) 
August 5, 1954. Printed in England by St Clements Press Ltd. Portugal St.. Kingsway, London, W.C 2 


(J. Sullivan), Tate & Lyle Ltd. 
(P. Frank), B. Seppelt & Sons Ltd. 
(B. C. S. Denby), Walters * Palm” 
Toffee, Parker Pipe Co. Lid., The 
Finsbury Distillery Co. Ltd. (R. 
Dickson, general manager), Skuse 
. Co. Ltd. (G. W. Revell, director), 
H. J. Heinz Co. Ltd. (K. R. Thorpe), 
Williams & Humbert Ltd. Toni 
Cosmetics Ltd. (P. Rouse), Ester- 
brook Hazell Pens Ltd (EF. L. 
Smith), P. H. Galloway Ltd., 
Crookes Laboratories Ltd. (R. 
Symonds), Nat. Advertising Copn. 
Ltd. (D. A. Abrahams), Cuddeford 
Bros. Ltd., Services Watch Co. Ltd. 
(W. J. Jarvis), Emu Wine Co. Ltd.. 
John Jameson & Son Ltd. (S. H. 
Miller), Gonzalez, Byass & Co. Ltd., 
A. J. Caley Ltd. (N. J. C. Hawes), 
Aristoc Ltd. (G. G. Barfield), 
J. Lyoms & Co. Ltd. (J. W. 
Richards), Ingersoll Ltd. (F. Ed- 
wards), Hayward Bros. Ltd., Aladdin 
Industries Lid. (R. J. Imber), H. 5. 
Whiteside & Co. Ltd., Louis Gordon 
& Sons, Walter Carson & Sons, 
Apollinaris Co. Ltd. (J. A. W. Haw- 
son), Vacuum Oi! Co. Ltd. (EF. H. 
P. Bancroft) (Ad. Man.). 


Edmund Arnold, chairman, fF. J. 
Arnold & Son, Ltd., Leeds, has died 
at his home in Leeds, aged 52. He 
was assistant honorary treasurer of 
the British Federation of Master 
Printers and chairman of its legis- 
lation committee. He was —— 
of the Federation in 1945. 


Poster survey of Greater Lorton, 
by Poster Inspections Lid., has been 
submitted to Institute of Incorpor- 
ated Practitioners in Advertising 
for scrutiny, states D. Merritt Jack- 
son, director of the firm. 


A.B.C. circulation § figures for 
“Punch” for the January 
June this year were 144,556, against 
143,174 for previous six months. 
January-June figures for “Country- 
man” were 80,812. Previous six 
months were 88,895, including 7,963 
non-recurring Overseas sales. 


Board of Trade figures for first 
quarter 1954 show that 176 cinemas, 
with a total seating capacity of 
275,138, showed 3-D films. This 
represents 3.9 per cent. of the 4,504 
cinemas for which returns were 
compiled, and 6.6 per cent. of their 
total seating capacity. Cinema- 
going in general fell off slightly as 
compared with first quarter of 1953, 
but the decrease, of 0.9 per cent, 
was much smaller than in previous 
years. 


British Federation of Master 
Printers announce the Howard 
Hazell Scholarship (value £106), has 
been awarded to M. W. W. Kemp, 
of Guildford, who is attending 
wholetime course at London Schoo! 
of Printing. Sessions book prize 
awarded to A. Swan, of Gerald G. 
Swan Ltd., London. 


Five Dunlop films are being 
shown in the cinemas of Butlin’s 
holiday camps at Filey, Clacton-on- 
Sea, Skegness, Pwitheli, and Ayr 
this season. This is the first time 
that films sponsored by an industrial 
organisation have been admitted to 
the camps. 
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